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HE ORGAN 0 F BRigTtisu ADVERTISING 


‘MUNICIPAL JOURNAL’ 


WINS HIGH PRAISE IN 
AUSTRALIA 


The value of the Municipal journal to local authorities was underlined 
by R. H. Robinson, 47 years an officer of the Home Secretary's 
department of the Queensland Government. when he reviewed the 


first century of local government in the State, at the annual conference 
of the Institute of Administration, Queensland Division, Brisbane. 


He said: 


** Of all journals or newspapers devoted entirely to the subjects of local 
government law and practice it is readily accepted that che ™ pal | " 


—_ ee try of f p This journal will, through the high standard 


it has maintained, take even a more important part in the dissemination of 
knowledge and provoking free discussion of local government problems in 


the future.”’ 
Also: 

%n, pe The Municipal Journal has been further honoured this week in that it has been 
PUBLIC WORKS fficially apy i by the Internationa ! Aut as their sole 
& MUNICIPAL representative (publications) for the United Kingdom. 

SERVICES 
oy The Municipal Journal: Gateway to the world’s greatest market 


15-20 NOV. 1954 
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ADVERTISER'S WEEKLY 


FURNISHING 
WORLD 
NEW 


ENLARGED 
FORMAT ... 


Layout guide 
for editors 


The British Standards Institu- 
tion has published a British Stan- 
dard or the Layout of 
Periodicals ; A Guide for Editors 
and Publishers (price 3s.). 

Designed for editors and pub- 
lishers of scientific, technical and 
other periodicals used for refer- 
ence over a long period, it offers 
yr mg in producing their pub- 
ications in a form which will 
make it easier to use them. 


‘Punch’ editor will 
address IPR 


Malcolm Muggeridge, editor 
of Punch, will be guest speaker 
at the opening luncheon meeting 
of the 1954-55 season of the In- 
stitute of Public Relations, on 
Thursday, September 16. His 
subject will be “The Horrors of 
Humour.” 


Evening courses 


on advertising 


Four groups of evening courses 
on advertising will be conducted this 
winter , the City of London 
College, oorgate, in preparation 
for the Advertising Association 
examinations. 

Division A_ covers advertising 
administration, a = marketing 
and economics; division B, psy- 
chology, advertising design », 
media (I) and reproduction (1); 
division C, copywriting, media (If), 
direct mail advertising, market 
research and law in relation to 
pit pony and division D, repro- 
duction ( 1), advertising design (II) 
and campaign planning. 

Lecturers will include J. Mellor 
(administration), H. John Dyer 
(copywriting), S. D. Burden and 
R. J. Cowen (media), H. ome. 
Faichney (reproduction), G. 
 - and A. H. Davies (marketin 
a market research) and R. A. 
Howorth (psychology). 

Courses will also 


held on sales 


To The Editor .. ~ pur 


‘Advertising has every right to 
be called a profession’ 


Sim,—Correspondents in the 
Daily Telegraph have been dis- 
cussing what constitutes a pro- 
fession, One of them asserts 
(without seeking to justify his 
assertion) that the only three pro- 
fessions are the Church, Medi- 
cine, and the Law—which would 
rule out all sorts of undoubted 
professionals, such as accountants 
or nuclear physicists. But an- 
other correspondent is on safer 
ground when claiming that “a 
profession is a calling which car- 
ries a degree, such as medicine 
and the law, and in the case of 
the regular Services a rank, each 
entailing much study and the 
passing of examinations.” 

If this is so, why should adver- 
tising not class as a profession ? 
It is true, of course, that one can 
practise as an advertising man 
without having any of the 
examinations of the Advertising 


THIS WEEK 
It’s under advertised No. 5—— 
Barrier creams. 
NEXT WEEK 


How a new fashion system is 
being pu 


Association or the Institute of 
Incorporated Practitioners in 
Advertising; but so also can one 
ot ary as a physician without 
ing qualified (incidentally man 
first rate contributions to bo 
advertising and medicine have 
been made by people who never 
passed an exam in either calling). 
With a growing number of 
people who recognise the desir- 
ability of qualifying themselves 
for taking part in advertising by 
study and examination, adver- 
tising would seem to have as 
ood a right to call itself a pro- 
ession as any other. 
ONLOOKER. 
(Name and address supplied). 


Bright lights by 
the beach 


Sm,—The most striking evi- 
dence that the man in the street 
likes his outdoor advertising 
bold, bright and breezy appeared 
in last week’s issue of ADVER- 
Tiser’s Weexty. Here we had 
ictures of giant signs which 

orecambe Council not only 


sanctioned but asked for as part 
of their annual illuminations. 

A resort of this size knows by 
experience what the public wants. 
The Welgar boy soldier, the 
Double Diamond little man and 
the Hoover housewife will cer- 
tainly be playing an important 
part in the lights of Morecambe 
this autumn. 

And again one of the most 
popular spots in London of an 
evening is Piccadilly Circus. 
People sit on the steps of Bros 
for hours just watching the flash- 
ing lights—the best free show in 
town. PeTer JOHNS. 
Plymouth. 


Poster puzzle 


Sir,—Will somebody please tell 
me what the charming young lady 
in the Fairy soap poster’s sup- 
posed to be doing? (“Review of 
Poster Advertising,” August 19). 
I have puzzled over this poster 
several times. One hand on a 
lapel or one on each lapel, yes— 
but this climbing gesture all up 
one side, never! 

The only explanation which 
occurs to me is that she has just 
pounced on a fly, but that hardly 
ties up with the copy. 

It may be “bold and vital,” as 
Stuart Lewis claims, but I notice 
that he has been careful not to 
embark upon any appraisal of it 


in his article, 

C. C. Prorrirr. 
38 Roslyn Gardens, 
Gidea Park, Romford. 


Printers praised 

Sin,—We were most interested, 
and, of course, very pleased, by 
Roger Darcy’s thoughtful write- 
up of two oil company publica- 
tions in your issue of August 12. 

We entirely agree with the last 
sentence, on the subject of the 
Iraq booklet which we produced. 
The _— imprint was acci- 
dentally omitted from the English 
edition, although it was included 

-in Arabic!—in the Arabic 
edition which was printed imme- 
diately afterwards. 

The printers were Keliher, 
Hudson & Kearns, and they did 
a very creditable job against an 
almost impossible time schedule. 

NEAME 
Managing director. 
Newman Neame Ltd. 


JAN., 1955 
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_ 700 FIRMS AT 


TOY FAIR 


When the Harrogate Inter- 
national Toy Fair opens on 
January 8 next year, Britain will 
make its biggest ever bid for inter- 
national leadership in toys. 

The first major trade fair of the 
New Year, it will draw buyers 
from all over the world. 

As a result of the Toy Fair— 
has now added “International” 
to its titke—Britain has become 
not only a top-flight toy-manufac- 
turing country, but a market-place 
for the buying and selling of play- 
things from all overseas sources. 

Something like three million 
pounds’ worth of business may be 
transacted during the week of the 
Fair, which, from the point of 
view of toys, has superseded the 
great pre-war German fairs. 

In a close concentration of five 
giant hotels and adjoining pre- 
mises, thousands of exhibitors and 
buyers, conversing in many 
tongues through a team of inter- 
preters, will carry on a week's 
intensive trading. Products of 
some 700 individual firms will be 
on show in about 350 stock- 
rooms. 


Brewers’ exhibition 


Artists are being invited to 
submit designs for inn signs for 
a new competition to be held in 
connection with this year’s 
Brewers’ and Allied Trades 
exhibition at Olympia early in 
October. There will be a special 
display of inn signs. 

Brewers all over the country 
will be entering the beer com- 

titions covering draught and 

ttled beer. There will also be 
a bottled beer competition for 
brewers in the British Common- 
wealth. A soft drinks competi- 
tion is being revived this year. 

New developments in brewing 
machinery and equipment will be 
on show. The press officer is 
John Robinson of Dale Reynolds 
Publicity. 
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33 NORFOLK STREET, STRAND, LONDON, WC.2 TEMPLE BAR 2044 G lines 
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Please discuss your WOMAN’S OWN campaign for 1955 
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NOW! Demand is so high that the _ earliest 


possible notice of your requirements is necessary. 


womans own 
2,246,752 


AUDITED NET SALE (JAN-JUNE 1954) 


STUART MANDER, ADVERTISEMENT DIRECTOR, GEORGE NEWNES LTD., TOWER 
HOUSE, SOUTHAMPTON ST., LONDON, W.C.2 TEMPLE BAR 4363 (40 lines) 
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WOMAN’S JOURNAL 
WOMAN AND BEAUTY 
HOME JOURNAL 

F | | WIFE AND HOME 
i : : he WOMAN AND HOME 
Ae ADVANCE FASHION 
MY HOME 


a oe GOOD TASTE 

P oY B L / C A T / 1] N S i MOTHER AND HOME 

xg ’ y ‘ WORLD DIGEST 
WELDONS PRACTICAL 


i eae | KNITTING BOOK 
or : ARGOSY ‘ QUIVER 
* ‘ 
maximum — BER taeccon | 
‘ a WOMAN’S WEEKLY 
‘ . A 
~ impact sesG@epeeeen = *VERYBODY'S 
ee 7 , TV MIRROR 
Po 4 WOMAN’S ILLUSTRATED 
14, . ia 


i 


With all the power of A.P. Periodicals at their : 
command, advertisers can concentrate on the ot Ges | HOME COMPANION 
Re whole — or any section — of the family, home bs i WOMAN’S PICTORIAL 
a and feminine market. [> 2 -. ANSWERS 
4 a Depending on the degree of coverage required, i 4 ee 


WOMAN’S WORLD 


| “i : WOMAN’S COMPANION 
i A.P. Publications can be used singly or in \ * SUNDAY COMPANION 
: selected groups covering any section of the he A -  QRACLE * MIRACLE 
market at the lowest possible cost. Used together i ee pe 
as they make a mighty mass-market medium for 
= NEEDLEWORK ILLUSTRATED 
the national advertiser. Their total sales per WELDONS 


issue exceed 8,000,000 copies. ' if: CATALOGUE OF FASHIONS 


peed ti 
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A. W. Burnett, Advertisement Director, 
The Fleetway House, Farringdon Sireet, 
London, E.C.4. Central 8080 
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180 Fleet Street, E.C.4 
52/6 A Year Post Free 


Advertiser's 
Weekly 


The Organ of British Advertising 


No. 2,149 


"Phone: Chancery 8844 
55/- Overseas 
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ADVERTISER'S WEEKLY 


STRICT SECRECY PROMISED 


Analysis of agents’ 
costs is planned 


HOW IT COULD BE 


USED 


JW EMBERS of the Institute of Incorporated Practitioners 
in Advertising are being urged by the Council of the 
Institute to co-operate in the introduction of an annual 


analysis of agency costs, 

In about a fortnight’s time 
members will receive a_ Jetter 
signed by the president, Lt.-Col. 
Alan M. Wilkinson, in which 
the advantages of such an 
analysis will be set forth. 

_ Among them are the follow- 


It would provide the member 
with an opportunity of com- 
paring his own detailed cost- 
ings with the average costs 
under the same heads of other 
agencies of the same type or 
size, thereby facilitating budget- 


Frank Dowling 
in Hobson 
agency changes 


Important developments are to 
take place in Charles W. Hob- 
son Ltd., agency. 

The agency will move its main 
offices from Amersham back to 
London at the end of Septem- 
ber. At the same time its 
creative team is being greatly 
strengthened. 

Frank Dowling, former editor 
and now editorial adviser to 
Picture Post, is joining Hob- 
son’s as a director on the 
creative side ; and George 
ley, copywriter with W. S. 
Crawford Ltd., and John Tessi- 
mond, copywriter with Foote, 
Cone & Belding Ltd., are also 
going to Hobson's. 

Mr. Dowling will remain manag- 
ing director of a new company 
he has formed, Editorial De- 
velopments Ltd., a newspaper 
and periodical planning or- 

ganisation. 


ing on a forwarding basis. 
At the same time it would 
help the Institute in its endeav- 
our to influence those media 
groups or individuals who, 
they consider, do not as yet 
pay adequate commission. 
The information would also 
be of use to the Institute for 
the benefit of its members in 
negotiating with other advertis- 
ing or allied bodies. 
Information of the “payroll 
by function” order would be of 
use in salary-bill costings. 
Another important point would 
be the ability to produce for 
newspapers or other clients a 
record of the average income of 
agencies which would be of value 
in discussions on, say, the neces- 
sity for charging a service fee. 

The most stringent precautions 
will be taken to ensure that no 
individual agency figures will be 
divulged either to the Institute or 
to its members. Ali information 
supplied will go under a code 
number to the firm of independent 
auditors responsible to the com- 
pilation of the analysis. 


A group pension scheme for 
agencies is to be put into 
operation by the Institute of 
Incorporated Practitioners in 
Advertising. 

Drummond L. Armstrong, 
director of the Institute, 
reveals three member agencies 
are already completing their 
individual schemes under the 
umbrella of the group scheme 
and other agencies will un- 
| doubtedly follow suit. It is 
reckoned that the group 
| scheme may eventually cover 
| 
| 


| Group Pension Scheme 


between 500 and _ 1,000 
employees. 


IIPA conference 


Speakers have now been 
named for the Institute of Incor- 
porated Practitioners in Adver- 
tising Conference to be held at 
the Grand Hotel, Birmingham, 
October 8-10. The programme 
is: 

Friday, October 8 (Theme, 
“The work .of the Institute”): 
Trade relations, speaker, H. 
Oughton; chairman, Lt.-Col. 
Alan M. Wilkinson ; rapporteur, 
E. M. L. Buxton. Recruitment 
and education, Brian F,. Mac- 
Cabe; chairman, R. S. Caplin; 
rapporteur, P. L. Stobo. Pro- 
fessional relations, A. Everett 
Jones; chairman, J. D. Mitchell; 
rapporteur, M. T. C. Francis. 
Public relations of the Institute, 
Sinclair C. Wood; chairman, H. T. 
Appleton ; rapporteur, Mrs. Mar- 
garet Havinden. 


ee = ee ee 


The advantage of the 
scheme, Mr, Armstrong ex- 
plains, is that it will allow of 
benefits at reduced charges 
while permitting individual 
agencies to have their own 
rules and regulations, pro- 
vided these come within a 
general standard framework 
approved by the Inland 
Revenue. 

“The Institute will not gain 
financially in any way from 
this scheme,” says Mr. Arm- 
strong. “It is purely a service 
to its members.” 


speakers named 


Saturday: (Theme, “The work 
of the advertising agency"): The 
function of the advertising agency 
(creative), Ernest Biggs; chair- 
man, C. D. Notley; rapporteur, 
W. T. Stevens; The function of 
the advertising agency (market- 
ing), Francis Ogilvy; chairman, 
L. M. Masius; rapporteur, John 
Hobson; Agency/client relation- 
ships, George Worledge; chair- 
man, Eugene Brunning; ra 
porteur, Miss G. G. Thomas, 
Commercial television, R. A. P. 
Bevan; chairman, H. C. Longley; 
rapporteur, Cyrus Ducker, 

Sunday: “The work of the In- 
stitute” and “The work of the 
advertising agency,” reports from 
the rapporteurs, followed by open 
discussion under the chairman- 
ship of D. A. Bain, 


PUBLIC 


MANY NATIONAL ADVERTISERS 
use 


SERVICE 


Reginald Harris Publications Ltd., 3 Stanhope Row, Mayfair, W.1. 


GROsvenor 3877 
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‘Advertisers can judge best on 
sales methods to be used’ 


GOVERNMENT TELL 


TRADE UNION 


the importance 
of adv to the national 


’ Government 
Ghiaies that decisions os to the 
various methods adopted 
“had best be left to the com- 
mercial of the firms 


concerned. 

The powerful Manchester-based 
Union of Shop, Distributive and 
Allied Workers has been told so 
by the Board of Trade. 

In a letter to the Union the 
Board of Trade’s commercial 
relations and exports department 


- sainisting tes 

te t many 

bs do not like the advertis- 

ie methods employed by some 

mnantnetuners, including gift 
voucher schemes. 

“The value of advertising to 
the economy, and the various 
methods of advertising are 
extremely controversial subjects. 
It has been argued, in favour of 
advertising, that it decreases dis- 
tribution costs and that it lowers 
the cost of production on account 
of the increased volume and 
continuous use of labour and 
plant, thus lowering the price to 
the home consumer. 


Important role 
“It is very largely u 
tising that 
mar 


nm adver- 


high standard of 
values and the consistency of 
quality which the consumer can 
now obtain, have been based. 

“As against this, it has been 
argued inter alia that, as you sug- 
oe advertising can to 

igher prices, that it distorts 
demand in favour of articles 
easy to advertise, and that it is 
a waste of national resources. 

“The important role of adver- 
tising in our export trade is 
generally accepted. 

“It is, of course, well known 
that in the launching of a new 
product such as, for example, 
synthetic detergents, advertising 
assumes special importance. 

“The Government, recognising 
the importance of advertising to 
the economy, thinks that decisions 
as to the various methods adopted 
had best be left to the com- 
mercial udgment of the firms 


Official pictures 


Studio Swain, who are 
ciated with the Glasgow Bm * 
of John Swain & Son, Ltd., are 
exhibiting in the Scottish Indus- 
tries Exhibition. Studio Swain 
are official photographers to the 
exhibition as they were at the last 
exhibition in 1949, 


podow Maplay at the offices of the British Travel Centre in New York 
4 the Anglo 0-American Vintage Car Rally which starts from Edin- 


h on a ty and will finish at G 
he Rally was inspired by t 


wood the follow 
film * “Genevieve.” 


ing Saturday. 


Carleton Russell Lid., of Birken- 
head, have produced this model for 
installation, by Guinness's window 
display department, in’ adi livenane. 
The figure oO muds pager. the girder 


New PR firm 


new public relations firm, 
aes Hamilton and Partners 
Ltd, has been formed to 
specialise in Commonwealth 
accounts and industrial PR. 

Steven Hamilton, formerly 
Steven Palmer, was for three 
years with the PR department of 
the J. Walter Thompson Co. Ltd, 
Before that he was chief 
reporter and producer on the 
North American Service of Radio 
Netherlands. 

Partner in the new firm is 
Quinton Riley, a Polar medallist, 
lecturer and broadcaster, and one 
of the only five men to hold both 
the Arctic and Antarctic clasps. 

Temporary premises have been 
taken at Cursitor House, 9-11, 
Cursitor Street, London, EC4 


Serremper 2, 1954 


New journal on 
photography 


A British yt of the 
American magazine Photography, 
= by Ziff-Davis, is +4 

nched on September 17. It 
will be known as Popular Photo- 


a A 

ling at 2s. 6d. per copy, it 
will contain 72 pages (11 in. by 
r+ in.) square bound between 


available to 


Advertisers in the first issue 
include Kodak Ltd., Ilford Lid., 
K. G. Corfield Ltd., Bennetts, 
Engert of the Strand, R. G. 
Lewis (Strand) Litd., Agfa Ltd., 
Photax Lid., Gowllands Lid., 
Hunter Somerville, May & Baker 
Ltd., A.P.I. Ltd., Norwich Union 
Insurance Societies, Vines 
Cameras Ltd., Mallinson’s Free- 
lancing Services, Gnome Photo- 

phics, Weyland Studios, Ross 
Ensign Ltd. 

Advertisements are being 

a by Magazine Advertis- 

Ltd. Initial publicity includes 
vertisements in the national 
and provincial, trade and photo- 
graphic press. Reid alker 


Advertising Ltd. are the agents. 


New church periodical to 
appear in January 


price 6d. It will start as a monthly. 


A letter that is being sent to 
national advertisers this week 
claims that it will give the Chris- 
tian outlook in pictures, articles, 
and features. 

“It will not be ‘churchy’ but 
will delve into topics and prob- 
lems both inside and outside the 
normal round of church activity,” 
advertisers are told, “Its appeal, 
though emanating from the 
Church of England, will be 
directed at Christians of all 
denominations. 

Church Illustrated will be 
meey oy from Ashchurch Rec- 
ory, the editor and advertisement 
manager being the rector, the 
Rev. Peter Harvey, who some 
time ago launched a successful 
publication, Vale Churchman, 
which will be merged with 
Church Illustrated. 

A publishing organisation, 
Church Illustrated Trust, is in 
course of formation. Fifteen 
thousand copies of the firs’ issue 
will go out to every C. of E, 
parish = man, to headmasters, 
youth sade and others in 
Detober. and 35,000 copies of the 
same issue will be available in 
January for sale in parishes. It 
is expected that the actual 
January sale figure will be over 

100,000. 


Church Illustrated is under the 
Ener of the Archbishops of 
terbury, York, and Wales, 
impressive fist of editorial 


and promotion associates in- 
cludes David Williams (director, 
Gordon & Gotch Advertising, 
Ltd.). Among those invited to 
act as an advisory council 
is Ian Harvey, MP (director, 
W. S. Crawford, Ltd.). 
Rates and other details: full 
, £50 ; no colour ; type area, 
4 in. wide, 11 in. deep ; all posi- 
tions next or facing 
agency discount 15 per cent. 
After about six monthl 
is hoped to blish fortnightly 
and, later, weekly, when distribu- 
tion will be through newsagents. 
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Carton design 


contest to 
aid packaging 


Entry forms and rules have 
now been issued for the second 
British Paper Box and Carton 
Design Contest. 

Organised by the British Paper 
Box Federation and the British 
Carton Association, in co-opera- 
tion with the Council of Indus- 
trial Design, the Society of Indus- 
trial Artists and the Institute of 
Packaging, the contest has a two- 
fold object: 

To show and improve British 
packaging design for both home 
and export markets and to benefit 
members in their efforts to im- 
prove their own standards by 
creating a yardstick by which 
each member's products can be 
measured against his competi- 
tors’; and to stimulate general 
interest in packaging by means 
of good and adequate publicity. 


A new type window pelmet has been 
introduced by Smedley's. Extensions 
to the lines of cans and the ladder 
are available so that they can fit any 
size window. The peimet is s 

gummed on the surjace is 
supplied with a fixing instruction 
chart. The agents are Gordon and 

Gotch CAdvertising) Lid. 
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J-Day for giant 
press groups 


The “Junior Mirror” and the “Junior Express” were on sale 


yesterday (Wednesday) for the first time, each selling at 
twopence, and each carrying 16 pages. 


Publication of the Junior 
Mirror had been advanced from 
September 10 to offset any advan- 
tage which Beaverbrook News- 
papers might gain by coming out 
earlier. he Junior Express, a 
well-kept secret, had 
announced only a week ahead of 
publication date. 

The Junior. Mirror had good 
support from sweets manufac- 
turers and a half page for 

chocolate biscuits. The 
Junior Express had a wider range 
of advertiser support, and red 
was the second colour used on 
eight pages. Advertisements 
included a half-page in red and 
black for Cussons soap novelties. 
Both papers offer many prizes. 


The idea is spreading 


Commenting on the advent of 
the Junior Express an editorial 
in the Daily Mirror stated: 

“What a splendid thing it is 
that the idea is spreading. There 
is plenty of room for any news- 
paper that wants to help us 

ioneer this drive for something 

tter for the children. 

“The youngsters have been 
swamped too long with trashy 
imported comics. Now is the 
chance for every national news- 
paper to do them a good turn. 
The kids need it.” 


WHY THE ‘JUNIOR’ MARKET 
Is A CONUNDRUM 


‘JUNIOR SKETCH’ 
WILL BE FREE 


The Junior Sketch is to be an 
oe paper to be included 
th every Wednesday issue of 
the Daily Sketch, beginning next 


thing of a sensation by the an- 
nouncement that it is to be given 
away free as of the paper. 

A Daily Sketch executive 
made the following claims: Inas- 
much as the junior paper will be 
included with the semior, it will 
have a guaranteed circulation to 
advertisers of 900,000. It will 
carry “appropriate advertising,” 
and at the same rate as that of 
the Daily Sketch, viz., £8 sci. A 
dignified publication, produced in 
good taste, it will appeal to chil- 

en from 10 to 14. It will not 
contain colour. 

“The Junior Sketch will have 
all that is best in the Junior 
Mirror and Junior Express, plus 
a number of things we have 
thought up for ourselves,” he said. 


Punch parody 
Yesterday's (Wednesday's) issue 
of Punch included a double 
spread parody in text, typo- 
graphy and illustration, on the 
new Juniors. 


but for which it is hoped to 
implant a desire to be gratified 


in prestige advertising in 
hope of reaping rewards later. 


Swedes say it in : 


five languages 


Articles on selling and adver- 
tising and messages in Eeeuh, 
French, German, ——. 
Portuguese are included in a 
large brochure issued by the 
export department of Atvida- 
bergs, the Swedish manufacturers 
of typewriters and calculating 
machines. 

_Ivan Hammar, export adver- 
tising manager, writes in lish 
on “How to get more profit from 
advertising,” and Ove 
assistant export manager, on 
“Active selling is what's needed 
to-day.” 
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Kingham design 
Leipzig stand 


The Kingham  Advertisi 
Agency Ltd. has been entru 
with one of the largest stands in 
the British section of the Lei 
Fair on behalf of the Dominions 
Ex Co., Lid, 

xhibiting on the stand are: 
Armstrong Whitworth (Metal 
Industries) Lid., Broom & Wade 
Ltd., Blaw Knox Ltd., Leyland 
Auto-Diesels Litd., Millspau 
Ltd., the Revo Electric Co., Ltd, 
Thos. Firth & John Brown Litd., 
The Propane Co., Ltd., and the 
United Sterling Corporation. 

One thousand copies of a stiff- 
covered looseleaf brochure, pro- 
duced by the Kingham agency 
and describing and illustrating 
the firms’ products, have been 
shipped to Leipzig. The brochure 
carries forewords in German, 
Russian and Chinese. 

Gordon §. Planner, a director 
of Kingham, who was responsible 
for the stand design and display, 
left for Leipzig on Tuesday to 
supervise the final arrangements. 


i 
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Claimed to be the strongest man in 

Scotland, 21 stone, 6 ft. 4 in. tall 

Ewen Cameron is featured in the 

“Drink More Milk” campaign north 

of the border. He is a dairy farmer 

and drinks three pints of milk a day 
while in training. 


| Map to help 
space-buyers 


Introduced as “a helpful inno- 
vation for all space-buyers 
interested in the Irish market,” 
is a coloured map giving the 
breakdown figures of the Jrish 
Independent by provinces. 

On the map are shown in 
panels the average daily net sales 
of the Irish Independent for each 
of the three provinces of Leinster, 
Munster and Connacht, and for 
the three counties of part of 
Ulster (Donegal, Monaghan and 
Cavan). 

For the province of Leinster 
separate figures are given for the 
City and County of Dublin, and 
for the remaining counties in that 
province. 

Increased sales are recorded 
for each newspaper in the Inde- 
pendent group in the latest 
audited figures for the six months 
up to July. These are: Irish 
Independent, 197,333; Evening 
Herald, 124,953; Sunday Inde- 
pendent, 382,052. 


Prizewinning pictures in the “Girl” 
painting competition have been 
ibited at the National Book 
gue, Albemarle Street, London. 


Fourteen-year-old Mary Robinson, 
w 


ho has won a fortnight’s holiday 
in Florence, shows her painting to 
Marcus Morris, editor of “Girl.” 


Giving milk campaign 
a Scottish angle 


London model Zoé Newton 
and hammer-throwing native 
athlete Ewen Cameron, both 
in Highland dress, are being 
featured in Scotland’s own 


campaign to persuade 
families to drink an extra pint 
of milk a day. 


Although the recently-formed 
Scottish Milk Publicity Council 
has appointed as its advertising 

mts the London firm of 

ather and Crowther, who are 
a advertising south 
of the Border, the Scottish cam- 
paign is quite individual. 

While acknowledging that 
overspill of the campaign for 
England and Wales, in British 
national newspapers and maga- 
zines, has been felt in Scotland, 
the Council determined on a 
definitely Scottish approach. 

Slower to get under way than 
its southern counterpart, the 
campaign began at the end of 
May using 13 Scottish morning 
and evening papers. Weeklies 
are also now being covered, and 
a colour filmlet has been shown 
in 250 cinemas. 

In a report recording “a 
reassuring amount of progress” 
after the first 10 weeks, pub- 
lished in the Scottish Milk Mar- 
ow, Board’s News Bulletin, 
the Council asks and answers a 
question: Why no posters ? 


Poster sites problem 


The News Bulletin states: “The 
answer is simple. Good poster 
sites are limited and therefore 
hard to come by at short notice. 
Good sites, booked up by adver- 
tisers of longer standing than the 
newly-formed Milk Publicity 
Council, are also reserved for 
long periods ahead. The time 
will come when a milk poster 
campaign will be under way, but 
at the moment the sites this cam- 
paign demands are not avail- 
able.... 

“The possibilities of outdoor 
advertising on the premises of 

roducers and distributors are 
ing investigated. 

“Display material for shops 
and vehicles has been designed 
to echo the press advertising and 
” the slogan ("You'll feel a lot 

tter if you drink more Milk’) 
across to the public wherever 
milk is sold. Display streamers 
for milk (and for cream) have 
been issued free of charge to all 
first buyers for further distribu- 
tion to sub-purchasers. 

“The slogan,” it is stated, “was 
chosen for its simplicity, sincerity 
and self-evident truth, and while 
many more sensational, ‘smarter,’ 
but less adaptable slogans have 
been proposed and reviewed, 
none has on found ¢ suit the 
campaign better on a long-term 
basis.” 


Youll feel alot better if you 


~ drink more 4 oa r 5 p 


For the Scottish Milk Publicity 
Council's campaign Zoé Newton 
dons tartan. 


Scottish newspapers have given 
a good deal of space to a “speci- 
ally worked out and medicall 
approved seven-day milk diet” 
aimed at slimming off half a 
stone in a week. The women’s 
page editors of Glasgow evening 
papers were snowed under with 
readers’ requests for extra copies. 

Average consumption of milk 
per head of population within 
the scheme area last year was 
almost 0.7 pint per day compared 
with 1.75 pints in Finland, 1.04 
in Sweden, 1.03 in Switzerland 
and 1.03 in New Zealand. 

In order to help get local con- 
sumption nearer those figures 
and arrest the decline in milk 
sales in recent years, the slogan 
“Milk is the Best Scft Drink in 
the world” is to be used. 
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Stores tie in 
with French 
Fortnight 


More than 50 stores in London 
and big provincial cities and over 
150 shops will participate in the 
French Trade Fortnight, Francois 
Roussel, general secretary of 
l'Union Francaise des Industries, 
Exportratrices stated on Monday. 

The London stores will include 
Harrods, Harvey Nichols, Sel- 
fridges, John Lewis, D. H. Evans, 
Marshall & Freebody, Libertys, 
Dickins & Jones, Fortnum & 
Masons, Whiteleys, Gamages, 
and John Barker. 

Their activities will include 
window displays, mannequin 

rades, and special promotions 
inside the stores. Among the 
merchandise displayed will be 
fashions, fashion accessories, 
furs, shoes, leather goods, cos- 
tume jewellery, glassware and 
pottery, perfumes, furniture and 
furnishings, wines, cheeses, tinned 
foods, periodicals and books. 
Many restaurants will also 
arrange special menus on which 
French dishes will be prominent, 
and at least 100 wine merchants 
are arranging displays and wine 
tasting parties. 

A window display competition, 
with holidays in Paris or Cannes 
as _— has aiso been arranged. 
Judges will be: J. R. Marcus 
Brumwell, chairman, Stuart Ad- 
vertising Agency, Ltd.; A. W. 
Plowman, editor, Stores & Shops; 
and the display manager of the 
Galeries Lafayette, Paris. There 
will also be an exhibition of 
French textiles. 

The official opening of the 
French Trade Fortnight will be 
marked by a press reception held 
at the Vintner’s Hall. 

Publicity for the Fortnight will 
be by the display, on ndon 
Underground and buses, of the 
poster depicting Eros on top of 
the Eiffel Tower. 

Intereps, Ltd., are the London 


representatives for the Fortnight. 


Overseas edition is planned for 
public relations magazine service 


Your Story, the public rela- 
tions magazine which contains 
synopses and illustrations of news 
stories of industry and commerce, 
is to have an overseas edition. 

Geoffrey H. Perry, managing 
director of Perry Press Publica- 
tions Ltd., publishers of Your 
Story, states that the aew edition, 
which will go tc every English 
language publication in all the 
principal foreign countries, will 
make its debut in October, and 
will appear every two months 
alternately. with the issue for 
Britain. Its contents will, of 
course, be entirely different from 
that of the British edition. Dis- 
tribution has been planned and 
mailing lists compiled with the 
assistance of the Central Office 


of Information. The overseas 
edition will be printed on the 
thinnest art paper for air mail 
transmission, and requests for in- 
formation or news stories will be 
replied to by air mail. 

Eventually it is intended to 
have the foreign edition translated 
into the to foreign lan- 
guages and “beamed” to particu- 
lar markets. 

Your Story is sent free to every 
editor in the country. The illus- 
trations and synopses refer to 
news stories, which are available 
to them without charge. 

Mr. Perry claims that the 
foreign edition will be the first 
public relations magazine for 
British industry available to the 
international press. 
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‘Too successful’ campaign sees publicity 


manager jobless 


SPRING BUDGET WAS EXCEEDED TO 
SATISFY REQUESTS FOR BROCHURE 


To satisfy the overwhelming demand for a full-colour 
brochure on curtain styling and hanging, Thomas French & 
Sons, Ltd., had to overspend on their Spring advertising appro- 
priation. And so—Norman Jones, manager of their publicity 
division for the past 21 years, is leaving the company next week. 


Coventry ISMA | 


conference 


The Coventry Branch of the 
Incorporated Sales Managers’ 
Association will hold its one-day 
conference in St. Mary's Hall, on 
September 18. Speakers and 
subjects are: 

Noel F. Newsome, public rela- 
tions manager (Eastern Hemi- 
sphere) Massey-Harris-Ferguson, 
Lid, “Sales psychology”; Dr. 
Mark Abrams, managing direc- 
tor, Research Services, Ltd, 
“Market research and consumer 
investigation” ; Charles F. 
Knights (chairman, London 
branch, ISMA), managing direc- 
tor, Marshall Hardy, Ltd., “Coax- 
ing the consumer to consume” ; 
R. Gresham Cooke, director, 
Society of Motor Manufacturers 
and Traders, “Handling the mar- 
ket.” D. M. Griffiths, director, 
ISMA, will sum up. 


Decision soon on 
Italian TV ads 


CPV Italiana state that the 
total number of radio receivers 
in Italy has now reached five 
million. In 1939 there were only 
one million, 

After eight months of regular 
television programmes, the 
number of licensed TV sets now 
exceeds 60,000. A decision on 
TV advertising is expected about 
the end of the year. 

Radio is already a leading 
advertising medium in Italy. 
Advertisers have a choice of 
short commercial announcements 
(usually about 25 words) or of 
sponsoring a radio programme 
devised and produced by the 
radio authorities. 


Tuck’s retailer 


co-operative scheme 


The latest example of Raphael 
Tuck's retailer co-operative 
scheme is to be seen at the Davis 
Theatre, Croydon. A _ publicity 
colour film for Edenborough’s, of 
West Croydon, includes a num- 
ber of shots in which both the 
names of Edenborough and 
Raphael Tuck are boldly dis- 
played. [Illustrations in the film 
show a number of Tuck's 
humorous greeting cards. 


“It is pretty rough after 21 
years’ service,” he says, “but just 
one of those things. It is my 
responsibility to see that adver- 
tising appropriations are not over- 
spent in this or any other way, 
and when they are I am the bloke 
who has to take the consequences 
for everybody’s sins. 

“I am in full agreement—that 
is how it should be—but it is 
the first time in my experience 
that a highly successful advertis- 
ing campaign has brought about 
a calamity.” 

Mr. Jones, a former secretary, 
and chairman, is now a vice-presi- 
dent of Manchester Publicity 
Association, a fellow of the 
Incorporated Advertising Man- 
agers’ Association and an asso- 
ciate member of the British 
Institute of Management. 

The firm's house magazine, 
Contact, states: 

“From the incepti of the 
campaign, the blic’s response 
was phenomenal. Single adver- 
tisements brought in thousands 
of replies. 

“A special staff of 22 had to be 
engaged to deal with the letters 
flooding in from those wishing 
to take advantage of the offer. 

“Under the scheme, advertise- 
ments appeared in the national, 
weekly and trade press, and in 
women's magazines, announcing 
details of the offer. 

“The campaign stimulated the 
interest of women in all walks of 
life in the subject of new curtains, 
and continues to do so. 


Boost in Sales 

“There was a_ considerable 
boost in the sales of ‘Rufflette’ 
brand curtain tape, hooks, rings 
and curtain runway during the 
period the campaign was 
operating. 

“It was realised at the begin- 
ning of the campaign that there 
was a definite need for this type 
of brochu,e which could be con- 
sulted by women when they were 
thinking about having new 
curtains or modernising their 
curtain hanging methods. But 
the extent of the demand 
exceeded all expectations. 

“Mr Jones started a hare he 
could not catch, with the conse- 
quent overspending in the appro- 
priation.” 

Latest: Over 200,000 requests 
for the brochure have been 
received and they are still com- 
ing in. 


The “After the Ball” display in the Bond Street window of Atkinsons. 


the perfume, cosmetic, and toilet house. 


The fan in the foregro 


completes the link with this Tennant production at the Globe aire, 
which is, of course, Noel Coward's adaptation of “Lady Windermere's Fan.” 


‘Two Freds’: All set for new 
record collection 


Next Wednesday, September 8, 
is “ Two Freds” Day. 

All is set for a new record col- 
lection for the National Adver- 
tising Benevolent Society. Cricket 
starts at Hurlingham soon after 
11 a.m. and already many sup- 
porters have expressed their in- 
tention of arriving to see some 
of the morning play and have 
lunch. 

The menu for the lunch is :— 

Cream of Vegetable Soup 


Scotch Roast Beef and Yorkshire 
Pudding 
Chateau Potatoes 
Garden Peas 
Apple Pie and Ice Cream 
Cheese and Biscuits 
Coffee 

Special arrangements have been 
made this yeat to provide tables 
for parties. Those who still wish 
to book a table should ring 
Harold Fish at the Daily Tele- 
graph (Central 4242). 

Further gifts have been sent for 
the auction which takes place 
after the match. These include a 
Parkinson Gas-Electric Washing 
Machine and a voucher for a 
turkey from P.P. Poultry Ltd., 


which will be sent to the lucky 
buyer in time for Christmas Day. 

Other gifts for the auction have 
been received from: Achille 
Serre Ltd., Austin Reed & Co. 
Ltd., Barclay Perkins & Co., Ltd., 
Battersby & Co. Ltd. (G. 
Battersby), Blundell, & 
Co. Ltd. _ British dustrial 
Plastics Ltd. Carreras Ltd., 
Caxton Chocolate Co. Litd., 
Colman, Prentis & Varley Ltd. 
(S. R. Glockler), Giordano Ltd. 
(BE. Giordano, man. director), 
James A. Hodgson Litd., Inter- 
national Chemical Co, Ltd., Ka 
& Peterson Ltd., Kiwi Polish ’ 
Pty. Ltd., Maclaurin & Co, (G. D. 
Maclaurin), Mars Ltd., Mentmore 
Manufacturing Co. Ltd. (LS. 
Munro), Don S. Momand Ltd., 
Remington Rand Ltd., Robinson 
& Cleaver, Royal Sovereign 
Pencil Co., John Skelton & Son 
Ltd. (1. Taylor), Spirollo Ltd. 
(H. Mayer), Walt Disney Mickey 
Mouse Lid., Whitbr & Co. 
Ltd. (H. Chaplin) 

Anyone who still wants to help 
NABS through a money gift to 
the “ Two Freds ” match is asked 
to send his donation to Reg. 
Palmer, at 19 Buckingham 
Street, W.C.2. 


PRESTIGE CAMPAIGN NEXT YEAR FOR 
METAL INDUSTRIES GROUP 


A national prestige advertising 
campaign in the general trade 
and technical press is to 
launched by Rooster Publicity 
Ltd., early next year on behalf 
of the Metal Industries Group of 
companies. 

E. Field Phillips, formerly 
ge manager, T. W. Ward 

td., Sheffield, was recently ap- 
pointed to control publicity for 
the individual member companies 
of the group which comprises : 
Metal ustries Ltd., Igranic 


Electric, Brookhirst Switchgear, 
Cantie Switches, Sentinel (Shrews- 
bury), Fawcett Preston, Ferrous 
Castings, Metal Industries (Sal- 
vage), es ee | Industries, 
Hughes Bolckow Shipbreaking, 
John Allan & Co. (Glenpark) and 
Cox and Danks. 

Rooster Publicity Ltd, who 
were already agents for Sentinel 
(Shrewsbury) . and Fawcett 
Preston & Co., Lid, have now 
been appointed agents for the 
whole group. 
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- Newnes’ 
appointment 


Charles S. Morris has been 
appointed joint managing 
director of George Newnes 
Lid., with H. C, y from 
September 1. Mr. Tingay is 
also chairman of the com- 
pany to which position he 
was appointed in June last 
when Sir Frank Newnes be- 


came President. 
a * * 


Grahame Blundell, London man- 
ager, Priestley Studios Ltd., "ona 
hon. secretary, Publicity Club of 
London, who has been aw 7 om 


the past month, is now back at 
work, but on halfdays only at 
present. 
7 * 

Wilfred Walker, the assistant 
advertisement manager of the Brad- 
ford and District Newspaper Co., 
Lid., since October, 1950, has been 
appointed advertisement manager. 

e succeeds George H. Howe, who 
died in July. Mr. Walker joined the 
Westminster 
Press Pro- 
vincial News- 
papers Ltd. in 
1938 at Dar- 
lington. After 
war service 
with the 
RAF — he 
had over 1,100 
flying hours to 
his credit — 
Mr. Walker re- 
| joined the ad- 
vertisement 
department at 
Darlington 


a alti and me 
sever, ini experi- 
ence of the wok ol other “ne 4 

per departments. 

joined the staff of tie Brad. 
ford and District Newspaper Co., 
Lid. He is a founder member of 
the Bradford Pablicity Association 
and for several years he has been 
a member of its executive com- 
mittee. He is also a member of the 
Young Newspapermen’s Associa- 


tion, 

* 7 * 

J. D. Miller, Washi 

spondent of The Times, 
appointed by the International 
Bank for Reconstruction and 
Development as director of public 
relations for Europe. 

* * 


M. Barnes has been appointed 
advertising manager of Pan Ameri- 
ean World Airways. He has been 
with Fen, Ameoane since 1948. 

* + 

Bein Abercrombie be been 
appointed writer on la eT 
ments for Charles F. “Higham Lid. 
Mr, Abercrombic, a son eT the well- 
known poct and critic, Lascelles 
Abercrombie, has for the past ten 
at been reviewing books for the 

imes Literary 


corre- 
s been 


and 
other publications. Highams have 


the followi as 
account executives: 
who was pre- 
viously with the Paton Advertising 
Service in Melbourne, Australia. 
Paton, managing director 
of the Melbourne agency, was 
himself with Hi di 
the carly thirties. Denis 
y RRO TY Young & 


also a 
assistant 
Andrew 


Cavanagh, previo’ 
Rubicam, to assist 
who is in charge of cove — 
of the Dunlop account, and Jeffrey 
C. Atterton from Graham & Gillies. 

- * o 

1. D. John, who for the past three 

years has been advertising manager 
to Kerry's (Great Britain) Lid., has 
taken up a new appointment as 
advertising and sa promotion 
executive with Sponcel Lid., manu- 
facturers of Spontex sponges. Mr. 
John is succeeded by Stam Arms, 
who is leaving Ripley. Preston +. 
Ce., to up his 
appointment at erry’ 8. 

+ * * 


F. L. former managing 
director of the Birmingham Gazette 
& Dispatch Lid., is now acting as 
editorial adviser to the recently 


launc . Conference 
News. 


PR man for NTP 


The National Leow Press, whose 
publications several 
national trade ~»y = created a 
new phen ty 0 handle public 
relations and publicity. Harry T. 
Traynor has been appointed public 
relations and publicity officer, and 
will handle all the press side of all 
National Trade Press exhibitions. 
For the past 18 months Mr. Traynor 
has been public relations officer to 
the Vidor-Burndept Group, and 
editor of the Vidor-Burndept maga- 
zine. Before joining Vidor, he was 
a officer to Raleigh Industries 

td. Mr. Traynor started his news- 

paper career with Kemsley News- 
pavers in Scotland, switching to the 

ottish Daily Mail in 1947. 


* * + 


John P. Lake, assistant account 
executive at Erwin Wasey & Co., 
Lid., was married at Wembicy on 
Saturday to Denyse Fowler, per- 
sonal secretary to Erie L. Evans, 
director of Stowe & Bowden Lid. 


* * . 


T. C. Rushton, of Dorland 
Advertising Lid., was married to 
Miss Margaret Erskine on Saturday 
at St. Columba's Church of Scot- 
land, Pont Street. 


, London, S.W.1. 

* - * 
Space aayee, A. E. of Smith 
Advertising Agency » and his 
secretary, Irene Clark are to 


be married at Beddington Church, 


* * * 
After several years with Ma 
Advertising, L K. 


‘ournal & Export World as adver- 
tisement representative. 


The Lord Mayor of Dublin (Ald. A. 

the Lord Mayor of Hamburg to Theme Miliner 

pone Lid.), here seen with Miss Maura Fox Janus Lid) and David P. 
(chairman, ag os Club of Ireland) before they left for the Youth 


Advertising 


yrne) hands a will message 
so Petroleum . 


‘onference at Hamburg. 


German ad youth told of their 


Decca appointment 


Stephen J. Mattock, for the past 
two years technical accounts execu- 
tive at S. T. Garland Advertising 
Service on the Brush Group of 
accounts, has been appointed pub- 
a manager to Decca Radar Ltd. 

‘ollowing early apprenticeship to 
the automobile imdustry, Mr. 
Mattock turned to technical — 
nalism in the aireraft field, from 
which he graduated to publicity and 


advertising. In this connection he 
has seen service as publications 
manager with Rolls Royce Lid. 


ess and publicity officer to the 
General Electric Company, Litd., 
assistant publicity manager to 
CAV Lid., and publicity manager 
to Venner Time Switches Lid. 

7 * * 

George F. Hodgson, an artist with 
Sells Ltd., has become the father of 
a son, lan Frederick. 

- * * 

R. K. Self, a representative of the 
Imperial Paper Mills Ltd., is leaving 
to take up a similar post with W. E. 


Lowrie & Co., the London paper 
merchants. 
o aa . 


Joan Taylor, advertising and pub- 
licity manager of Harella, who has 
been in hospital for the past fort- 
night, has had a successful opera- 

on her foot and expects to 
return to her office shortly. 
* * * 

Denis G. Love, formerly adver- 
tising manager of Matthew Hall & 
Co., Ltd., has succeeded J. C. 
Reynolds as publicity manager of 
Expandite Ltd. 


OBITUARY. 
J. A. Ross 


John Allister Ross, wf North- 
cliffe Newspapers Group, has died 
after nearly two years’ absence from 

the office owing to severe illness. 

™ Canadian from Halifax, Nova 
Scotia, he remained in this cpaeny 
after serving as an officer in 
Canadian Army during World 
War |. In 1931 he joined the 
London advertisement department 
of Northelifle Newspapers, and was 
appointed a London group adver- 
ooment manager in 1935. 

During the last war Mr. Ross, 
who was a member of the Canada 
Club, served in the American Home 
Guard. 


> eye . 
responsibilities 
The days have gone by when 

a bad product can be sold merely 
through good marketing, Paul 
Fabricius, chairman, Danish Sales 

Advertising Association, 
stated in a message read at the 
opening of the Youth in Adver- 
tising Conference at Hamburg on 
Monday. “To-day and, in future 
we shall want good products 
coupled with good marketing,” 
he said, “This will largely be 
your responsibility towards the 
consumers, towards your fellow 
employees, towards the com- 
munity and towards your em- 
ployers.” 

Advertising had a very con- 
siderable responsibility for the 
continued existence of free com- 
mercial enterprise, because unless 
it lived up to the truth and 
honesty it would sow doubt 
in the consumers’ belief in the 
justification of free enterprise. 


in British 

was by 

Lt.-Col. Maurice Batchelor 
(chairman of Batchelors Peas 
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Every week one family out of every three in Great 
Britain reads the Sunday Pictorial. For, with an average 


SUNDAY 


PICTORIAL net sale of 5,446,255, the Sunday Pictorial goes into millions 
of homes all over the country. It is read by every 

adult member of the family on the best advertising day of the 

week—the day they have time to read advertisements at 


leisure, and sales messages sink in. Space in the 
Sunday Pictorial is exceedingly economical too. Compared with 
1939 its square inch per thousand rate has increased much 
less than that of any other Sunday newspaper. 
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Crompton are introducing this lamp-flashing sign this season. The right- 
hand section shows the effect when the sign is illuminated. 


Baghdad Fair catalogue 
reads both ways 


The official catalogue of the 
British Trade Fair, Baghdad, has 
now been printed and is on its 
way to the Middle East. 

Its production, by Associated 
lliffe Press for the organisers, 
British Overseas Fairs Lid., pre- 
sented some unusual problems in 
that the catalogue had to be 
designed to cater equally for the 
English-speaking inhabitants of 
the Middle East, and for the vast 
Arabic-speaking population § in 
Iraq and neighbouring countries. 
Thus it is virtually two catalogues 
in one cover, English reading 
from front to centre; Arabic 
from back to centre, each com- 
plete in itself. 

Its total of more than 500 
pages contains the descriptive 
entries of the Fair’s 450 exhibi- 
tors; fold-out plans of the 
exhibition with, on the reverse 
side, classified lists of exhibitors 
arranged under trade groups: 
messages from Sir Harry Pilking- 
ton, president of the Federation 
of British Industries, and Mr. 
Peter Thorneycroft, M.P., presi- 
dent of the Board of Trade ; and 
an explanation of the purpose of 
the Fair and its facilities. 

There are 282 pages of 
advertisements, 188 in black 
and 94 in colour, mostly in 
both English and Arabic. 


Special copy for King Faisal 

Printing of the 10,000 copies 
of the catalogue, which has a 
striking cover bearing the official 
motif on a yellow ground and a 
laminated cellulose acetate finish, 
required eight tons of paper. 

Production in an overall time 
of three months has been facili- 
tated by the exceptional resources 
of Associated Iliffe Press, who 
have had the closest co-operation 
of British Overseas Fairs Ltd. 
The Baynard Press did the print- 
ing and binding ; Stephen Austin 
& Sons Ltd, and = Lund 
Humphries & Co., Ltd., were 
responsible for the Arabic com- 
position. 

A special co: 
calf with go 


bound in white 
lettering will be 


Exaene to King Faisal I] when 
opens the Fair on October 25. 

Demand for the catalogue at 
the Fair is expected to be so heavy 
that no copies are available for 
distribution in this country. 

Other publicity for which 
lliffe’s were responsible was the 
production of several thousand 
copies of the Fair's official 
poster ; the design for the special 
motif ; the printing of the Fair's 
official prospectus; preparation 
of an extensive direct mail cam- 
paign; and the printing of all 
official stationery and forms. 
Printing was again done at the 
Baynard Press by Sanders Phillips 
& Co., Ltd, 


‘DON’T SAY LAMPS’ 


Brand name 
buying is 
their aim 

“Don’t say ‘lamps’ — say 
‘Crompton’” will be the slogan 
of this season’s Crompton Parkin- 
son Ltd. campaign which, as 
announced last week, will be the 
biggest press advertising campaign 
for Crompton lamps since the 
war. 

Over the next six months, 
advertisements will be appearing 
in the national dailies, most of 
the Sunday papers and a long list 
of weekly magazines and home 
interest journals. In addition 
space has been booked in the 
trade press to carry the advertis- 
ing to a wide variety of industries. 

The idea of the slogan is to 
induce those many lamp buyers 
who, market research has shown, 
will accept any brand of lamp 
offered them, to ask in future for 
their lamps by name. 

Supporting the press advertis- 
ing, will be a wide variety of 
point-of-sale display material 
and literature. A new type of 
flashing sign, contrived to give a 
“before and after” effect in 
colour, has been prepared for 
retailers. 

There will also be a mobile 
display, cut-out showcards, price 
catalogues, counter leaflets for 
retailers and price cards. Cecil 
D. Notley (Advertising) Ltd. are 
the agents. 


‘Reason why’ copy is needed to 
boost sales of bread 


The public is far too discerning 
to respond to hackneyed adver; 
tising slogans such as “Eat more 
bread,” or “Have another slice 
of toast for breakfast,” states the 
editor of the Bakers’ Review 
(Ronald Sheppard), in a leading 
article that discusses the baki 
industry's pro national b 
advertising scheme. 

“An advertisement for bread, 
to be successful, must tell why 
one should eat more bread,” he 
says. “Adherence to this principle 
is illustrated in the advertisements 
of many of our most famous 
products. . . .The expenditure of 
£250,000 in one year would by no 
means set the countryside alight, 
especially if a proportion of this 
were allocated to television adver- 
tising, which cannot be ignored in 
future campaigns. To do this 

b effectively may not be easy or 
inexpensive, but it must be led 
if bakers, and that means millers 
and other allied manufacturers, 
too, are to continue getting their 
share of the public’s increasing 
expenditure.” 

Discussing the possibility of a 


national advertising cam for 
confectionery also, the editorial 


adds, “ Undoubtedly bakers and 
confectioners throughout the 
country would welcome schemes 
of this sort, especially as statis- 
tics have shown a decline in the 
consumption of flour products in 
recent years.” 


Show is recorded 
in Albert Hall 


Pye Ltd. took ovér the Royal 
Albert Hall on Sunday to record 
their “People are Funny” show 
for Radio Luxembourg. Two 
giant < t signs dominated the 
vast hall, and round the normally 
austere boxes were draped 
banners publicising the Pye 13- 
channel TV receivers. 

Before an audience of nearly 
5,000, married couples took part 
in a number of  stunts—six 
couples spent the evening looking 
for a needle in a haystack which 
had been built on the stage. 
Several Pye TV sets and radios 
and over a score of portable 
radios were distributed as prizes. 
The show is produced by Hector 
Ross Radio Productions. 


A clown is featured on the new 
Osram showcard. 


PHILIPS 


In a 


This Philips counter display unit will 
be used in agricultural areas. 


A counter display unit for Mazda 
Number 3 flash bulbs. 
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This is one of the new pieces of 
Ekco dealer aid material. 
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WOMAN has increased its sale by almost one-fifth—or nearly 
half a million copies—in the past 12 months.* 


WOMAN races ahead! No other weekly magazine for women can 
show more than a fraction of this advance. WOMAN now has a 
third greater sale than its nearest competitor, and is the only 
journal in its field whose sales figures are supported by an A.B.C. 
certificate. Essential facts, these, for your planning for 1955! 


The same brilliant editorship and superb 
production which have made this un- 
precedented increase possible combine 
to ensure continued advance. 


A.B.C. figures for WOM 
AN: Jan.-Jj 
Jan.-June, 1954, 3 #une, 1953, 2,550,712; 
waa ea dbatens oF Increase 492,305 or 19.4% 


IDHAMS PR 
ESS LTD, 96-98 LONG ACRE, LONDON, W.c + 
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COMMENT ® 


TAPPING A 
HUGE MARKET 


The launch this week of the 
“Junior irror” and the 
“Junior Express” does more 
than emphasise the present 
wave of publishing initiative. 

It poses many interesting prob- 
lems for all engaged in selling, 
problems which may become 
vital as this branch of the press 
medium develops. 

Youth papers of this kind will tap 
a market the extent of which 
cannot even be estimated. Yet 
its potential is enormous, and 
research workers are faced with 
an extremely complicated task 
in trying to assess the purchas- 
ing power latent within the 
readership strata on which the 
new journals are founded. 


Buying impulses 

There is a gradual shading off of 
expenditure from this field, 
since many of the commodities 
which appeal to youth are also 
bought largely by adults. 

If mass circulations are achieved 
quickly the junior papers will 
become strong candidates for a 
wide range of consumer goods. 

And then, before long, advertisers 
will be asking the research 
experts to venture into little 
explored regions. 

—— impulses started here will 

hard to trace, for the in- 
} thn factor is not yet capable 
assessment within any 


of 
generally accepted degree of 
accuracy. 


Enthusiasm 


Another reason why the advent 
of these new papers will stimu- 
late initiative within advertising 
is likely to be the demand for 
special copy adapted to the 
readership. Already there is 
evidence that shrewd copy- 
writers appreciate the need, but 
the psychologist has yet to enter 
the field. Who knows—events 
may prove that prestige adver- 
tising is well worth while in this 
mark 


et. 

It is significant that the new 
“Juniors” should appear so 
soon after the dismal jimmies 
have been prophesying com- 
mercial television would harm 
the press. Evidently the press 
medium is by ne means 
exhausted of ideas, initiative 
and enthusiasm. With these 
qualities the new “Juniors” are 
brimming over. 
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Talking Points 
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Good news for publishers: Hivecast 


is stable paper prices 


UBLISHERS, with fatter 

issues and new ventures in 
mind, have been wondering 
a paper prices will hold 
stab 

British paper mills hope that it 
will be possible to continue un- 
changed existing prices until the 
end of the year. A final decision 
cannot be made, however, until 
fourth quarter Scandinavian 
wood pulp prices are known, No 
change was made in third quarter 
pulp prices and British mills hope 
that this stability will continue. 

Working at capacity levels 
paper producers have so far been 
able, with the exception of 
mechanical printings, to absorb 
the increased costs of raw 
materials, coal, transport and 
wages without increasing prices. 
Should pulp prices rise in the 
fourth quarter some of the 
medium sized and smaller mills 
may find it difficult to operate 
profitably without a price in- 
crease, The giants of the indus- 
try, with their large resources and 
diversified production, are better 
placed to absorb moderate rises 
in Operating costs. 

Consensus of industry opinion 
is that no material change will 
occur. 

BEWITCHED, BOTHERED 

OR *ee 
ON’T buy at the Radio 
Show! That's what Murphy 
say in their press publicity. 

Sound advice? or marketing 
madness? 

Copy men were expressing 
different views this week, But 
they are often wrong, anyway. 
Copy appealing to creative men 
frequently fails to bring home 
the bacon. 

The Murphy copy reads: 

“The Radio Show-—and a 
cracking good show it is—has 
cost us a packet, so naturally 
we want you to come along 
and see our sets. But here's 
something that may surprise 
you; we don't want you to 
choose your set there. Why 
not? Just because it is a show 

big and bright and noisy 
enough to bamboozle anyone. 

Do your choosing at your 

Murphy Dealers. - You can 

take your time, ask a lot of 

questions and get a lot of 

——— answers—and be sure 

etting the kind of set you 
ly want,” 

The ‘only complaint came from 


the Radio Times, which flinched 
at the word “bamboozle” 
(dictionary definition: “To hoax, 
to mystify’). For that journal 
the word “bewildered” was 
substituted. 


H. AND C. ADS 


HE British invariably sneer 
at the service offered in their 
own hotels. But which is worse, 
hotel service or hotel advertising? 
Earl Winterton has made some 
pertinent comments on the sub- 
ject in a Daily Telegraph article. 
He complained: “The adver- 
tisements of most British hotels 
are old-fashioned in the extreme. 
Even large ones solemnly an- 
mounce that there is a passenger 
lift, central heating and hot and 
cold water in the bedrooms. 
“No hotel in the United States 
or Canada would make such a 
statement in its advertisements. 
It would be taken for granted 
that a visitor would not be 
expected to walk up several 
flights of stairs, freeze in the pas- 
sages in winter or have no proper 
means of washing in his bed- 
room. Such enticements as free 
radio sets and bathrooms and 
showers in every bedroom are 
listed in transatlantic hotel adver- 
tisements.” 
And he contended there are “as 
good food, service and accom- 
modation to be found in many 


British hotels, large and small, 
and on some train services 
as in any country in the world.” 
Ali they need is advertising. 


ATEST claim from America 
is that a “hardware hats” 
scheme run in San Francisco 
since 1916 is the longest-lived 
promotional scheme. 
. Charles Brown & Sons, a 
leading hardware and homeware 
store in San Francisco, decided 
that their organisation needed a 
double-duty idea to stimulate 
employee interest in their work 
and, at the same time, to make 
the buying public aware of the 
store and its merchandise. 

They hit upon the idea of a 
contest for hats made of hard- 
ware with well-known judges and 
worthwhile prizes. All employees 
may enter and are free to use 
any of the store’s merchandise 
that strikes their fancy. 

This annual event always 
creates a great deal of interest 
and rates excellent press cover- 
age. 

These sensational bonnets are 
made from a surprising variety 
of merchandise. One of the 
winning hats was made from a 
metal fruit juice strainer, fluted 
oilcloth shelf-edging, trimmed 
with cutlery ornaments (knife, 
fork, spoon and scissors), 

Are there any British challenges 
to this 38-year-old stunt ? 


TO-MORROW’S TOPICS 


@ The Advertising Association's 
appeal to members voluntarily 
to raise their subscriptions is 


@A new Austin-Healey com- 
petition model will be launched 
at the Motor Show in October. 


@ Albert E. Reed and Wiggins 
Teape have joint plans for 
using home-grown timber to 


jeseeee hardwood pulp in 


© American experiments with the 
use of hardwood pulp for 
newsprint production are r- 
ported to be showing cncour- 
aging prospects. 


® Advertising agencies, and other 
eupanientions concerned with 


PROPRIETORS 


BORO 


ODHAMS PRESS LTD. 


112 HIGH HOLBORN W.C.1. G 


MANCHESTER 


BIRMINGHAM 


LEEDS 


WATFORD 


commercial television, are 
facing a new staffing problem : 
Technical experts are at a 
premium and BBC men are 
hesitant about the risks of 
lack of security in the early 
stages. 


@ Increased competition among 
meat tenderisers is expected 
this winter. 


@ “Financial marriage” between 
Emu Wool and Sammy 
Scarves will lead to more 
extensive advertising in the 
wool and woollen goods field. 

@ Newsagents in the north-west 
are protesting that the two- 
penny selling price of the new 
children’s newspapers will not 
allow a big enough ofit 
margin. A resolution calls for 
a penny price rise. 


EFFICIENT “SERVICE 


McLELLAN - DIRECTOR 
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* Is there Magic in aMillion? « 


What The Reader’s Digest now offers 
_ advertisers is plain common sense 


IRCULATIONS can’t be properly assessed by 
size alone. A magazine edited strictly for reading 
will bring the advertiser other values—and intelligent 
readership, receptive to his message. 
Multiply that receptiveness by a million sale, which 
means several million readers, and you’ve an unusual 
combination. Here’s what it offers : 


1. To advertisers of everyday products — 
a medium that carries conviction 


Many a campaign for an everyday product never quite suc- 
ceeds in carrying conviction. In the normal struggle for hasty 
attention, it may be forced to shout its message, in big head- 
lines, brisk slogans. 

A good shout is a fine thing — it gets its effect. It often sends 
the customer in to buy. But it’s not really the way to tell a story 
convincingly —so that he, or she, will be proof against some- 
one else’s louder shout next day. 

In The Reader's Digest you can speak persuasively and con- 
vincingly to several million people who make time for reading 
because they /ike it. By reaching a receptive audience of this 
size and character, you underpin with conviction the rest of 
your mass campaign, and add incalculably to its effect. 


2. To advertisers of higher-priced goods and 
services — wide coverage in a medium that’s 
right for the job 


The Reader’s Digest is a well-proven medium for selling any- 
thing that, to the family or individual, represents an important 
purchase. From a camera to a holiday cruise, these purchases 
are pondered, planned. The advertisements are carefully 
studied —and nowhere more carefully than in this magazine 
edited for reading. 


With its million sale, The Reader's Digest gives wide cover- 
age of the “important purchase” market; deep penetration, 
too, since it is designed for thorough, leisurely reading by all 
the family. For many advertisers in this field, it is a campaign 
in itself. 


3. To all advertisers—an exceptional chance of 
readership among people apt to influence others 


When the articles and stories in a magazine are edited entirely 
for people who can and do read —and love it, as the sales 
show !—isn’t it likely that, in this company, the advertise- 
ments, too, will have the best possible chance of being read? 

Not only that. Those who so much enjoy The Reader's 
Digest month after month are essentially people who like to 
keep up with the world. They're interested in everything — the 
latest in science, in medicine, in many other fields. They are 
receptive to ideas. 

And, as such, they are a little more alert than others. In 
trying and buying new things, they are likely to lead, while 
their friends follow. 


ADVERTISEMENT RATES — OCTOBER 1954 
£ £ 

Full page, black & white - 625 Half-page, 2-colour - - 365 
2olour - ~- 650 Spread, black & white- 1,050 

» » “colour - - 750 - 2<olour - ~- 1,080 
Half-page, black & white - 350 a. 4colour - - 1,250 
“ BUY-LINES”—Alison Grey's sensationally successful editorial- 
style feature. Rate including art and blocks — £175 
Note that a 4-colour page costs only 20°, above basic black-and-white rate 
+ednd_2-colour (any 2nd colour you choose) only 4%, above. 10%, extra for 


bleed, on half or full pages. All rates are for a guaranteed | 000,000 average 
monthly net paid sale. 


strongly upward. Just good reading 
that’s obviously important for advertisers. 
: “ Readership Digest,” 


The Reader’s Digest 


THE ADVERTISEMENT DIRECTOR, | ALBEMAKLE SIKEET, LONDON, W.1, TELEPHONE: GROSVENOR 4738 
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Advertising Case History—57 


Serremper 2, 1954 


How a little known precious 
metal is being publicised 


HE CURRENT national 
press advertising for the 
precious metal palladium, 
which is now appearing in 
the women’s journals, is the 
first series ever to carry a 
direct selling message since the 
metal was first publicised on 
a national basis. 

What took place before the 
direct selling campaign was 
launched ? 

Gold and platinum were well 
known to the public as precious 
metals for jewellery. Palladium, 
however, was known to very few, 
and it was felt that in an age of 
ersatz materials its sudden intro- 
duction to the public was liable 
to arouse suspicion. 

The first task, therefore, was 
to establish its position equally 

with gold and platinum as a 


jous metal and not a 
nded substitute. 
Intensive development work 


had first to be undertaken with 
the bullion dealers and jewellery 
manufacturers, Not until their 
co-operation had been achieved 
was there any attempt to approach 
the public. 


Light weight feature 

The first advertisements an- 
nounced palladium as a metal in 
its own right, “ sister metal to 

latinum " mined from the carth 
ike gold and platinum. They told 
something of the world sources 
of palladium, its intrinsic value 
and lasting beauty of colour. A 
feature was made of its light 
weight which presented advan- 
tages because of the modern trend 
for large pieces of jewellery. 

The next step was to make 
palladium fashionable, and a 
series of fashion shows, displays, 
and exhibitions of fine jewellery 
in palladium were planned. These 
were featured on television and 
radio newsreels. 

The agents, Technical and 
General Advertising Agency Ltd., 
produced a new series of adver- 
tisements to appear in the more 
important fashion journals and 
magazines, linking the metal with 
the work of famous craftsmen. 
The art work by Grubb depicted 
famous objets d'art by such 
artists as Cellini, Faberge, Hol- 
bein, etc., and the copy suggested 
that palladium would have been 
used by these craftsmen had the 
metal been available. 

The following series again asso- 
ciated the metal with historical 
figures by implying that palladium 


might have been chosen for such 
famous jewels as Cleopatra's 
pearl, the Empress Josephine’s 
tiara and the Armada Jewel pre- 
sented to Queen Elizabeth I. 


At this stage it was decided 
that palladium was sufficiently 
established as a precious metal 
for fine jewellery to warrant 
advertising to the public with a 
definite sales approach. 

During the whole period of the 
campaign there has been consis- 
tent advertising in the trade press 
addressed to the retail jeweller. 
In addition, special displays, film 
showings and development talks 
demonstrated the properties of 
palladium, its ease of fabrication 


and other advantages to 
jewellery salesman. 

While this was going forward 
it became apparent that while the 
50 per cent purchase tax was still 
hampering fine jewellery sales, 
there was a steady market for 
rings. 

Over a thousand women were 
married every day of the year 
and, moreover, white metal was 
in vogue for engagement and 
wedding rings. Palladium, with 
its saving in cost on platinum, 
had everything to offer and the 
new series of advertisements, 
“I'm in love with palladium,” 
was designed to break into this 
field. 
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This advertisement was placed in “Woman 
The aim was 


Journal,” and the “Queen.” 


+ and cherming sisige mea! so 


& Beauty,” “Woman's 
to establish palladium 


as “the most exciting of all the precious metals.” 


Wider scope of hardware guide 


Directory of Branded Hardware, pub- 
lished by the Jronmonger. 


HIS IS the fourth consecu- 
tive year in which this 
directory has been published. 

Each edition has _ included 
many hundreds of trade marks 
and brand names not listed in 
its predecessor—so that this 
latest version contains some 
10,000 more names than the first. 
The total is approximately 
26,000. 

Despite the completeness of 
the directory, the foreword to 
this new edition states that “the 
fact that a name is not included 


in it must not be taken as imply- 
ing that the mark is not in use. 
The directory should be con- 
sulted just as a matter of course 
when a brand name is sought, 
but should it not provide the 
information required, readers 
are invited to make use of the 
free services of the /ronmonger 
Inquiry Department.” 

hat department dealt with no 
fewer than 43,189 inquiries last 
year. 

Every subscriber to the /ron- 
monger is being sent a copy of 
this book of reference. Addi- 
tional copies are being issued at 
63. each. 


Woman's Journal, 


Every- 
woman, Woman and Beauty and 
Modern Woman, in addition to 
the Sketch and the Queen, were 
chosen and the half-page adver- 


tisements appearing in these 
publications are already begin- 
ning to show results. 

Retailers report sales in both 
engagement and wedding rings in 
palladium and an _ increa 
interest in this precious metal. 
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A series of advertisements was 
organised which associated the 
metal with historical figures by 
implying that palladium might 


have been chosen for such 
famous jewels as Cleopatra's 
pearl, the Empress Josephine’'s 


tiara and the Armada Jewel pre- 
sented to Queen Elizabeth 1. The 
above is an example of the adver- 
tisements used to establish that 
famous craftsmen might have 
used the metal. Advertisements 
are now being directed towards 
having the metal used for engage- 
ment and wedding rings. 
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THE ECONOMIST, 22 RYDER STREET, ST. JAMES’S, LONDON, S.W.1 
A.B.C. WEEKLY NET SALE 50,640 
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have clearly proved their value too little is being done to stim- 


| IT’S UNDER ADVERTISED—S : 
| there known to be an unsatisfied demand ? 
| that a demand could be aroused if only skilful advertising was 
| brought to bear upon the situation 

series of articles indicating products and services which might 
sell better with more or improved forms of advertising. In 


ulate their use. The view is that— 


| this article a contributor believes that although barrier creams 
} 


'A big market for barrier 


cream awaits development 


N® so many weeks away 
now and we shall be on 
the threshold of our official 
winter, 

Among the products that find 
their advertising feet in the 
winter are hand creams. This is 
logical enough; chapping winds 
on washdays, fires to make up 
and grates to clean, all play havoc 
with a woman's hands—and at 
the time when dances, theatres, 
dining out demand her hands 
should look their best. 

In the world of hand creams 
there is one that, advertising- 
wise, is the Cinderella of them all 
barrier cream. 


Job to be done 


The broad function of a barrier 
cream is to protect a woman's 
hands while she is doing her 
housework. It protects her hands 
on washdays from strong solu- 
tions of detergents and chapping 


\4 


nll 


se The pair of ha 


winds. It protects her hands 
from such household dirt as 
ashes, coal, paint, dust, grease. 
At the sink it does the job of 
rubber gloves. Dirt, collected on 
the hands in the coal-cellar, 
rinses off under the cold tap and 
never takes a hold once the hands 
have been protected by a barrier 
cream, 

Once on the hands the cream is 
invisible, 


No fictitious product 


To those who have never 
heard of a barrier cream before, 
it may well sound like the kind 
of fictitious product one finds in 
a book about advertising. 

Unfortunately, those who have 
never heard of barrier cream are 
legion and very few of those who 
have heard of it appreciate its 
proper function. Not an unusual 
situation when one realises that 
the total amount of press adver- 
tising last year on barrier creams 
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This new Innoxa advertisement drives home the fact that barrier 
creams can keep hands beautiful despite the a of household 


chores. Advertising agents are Osborne 


‘eacock, 


Could sales be better? Is 
Or is it the case 


This is the fifth in a 


in| 


was around £16,000 and this 
expenditure was divided between 
two manufacturers, 


During the same period one 
well-known hand cream (and 
after all hand creams offer the 
same end result—no red, raw, 
rough hands) spent £36,000 in 
three months. In spending im- 
pact all the weight is on the 
side of those hand-cream pro- 
ducts which seek to correct a 
condition after it has occurred. 
Against this, the efforts of 
“preventive” barrier creams are 
gram high to a hundredweight. 
It is certainly not the product's 

fault. 

Barrier creams have proved 
their value beyond doubt. In the 
industrial field during the war 
their protective qualities not only 
saved millions of man-hours 
which might have been lost due 
to skin infection, but in many 
cases saved lives. 


Cost of education 


There are no two ways around 
it. To encourage the use of 
domestic barrier creams money 
must be spent to educate the 
housewife on this form of hand- 
protection. But to make her 
change long-standing hand-care 
habits would obviously be a very 
expensive operation, perhaps be- 
yond the practical resources of 
one manufacturer. Z 

Which raises another point ; 
why are there only two adver- 
tised (to any account) barrier 
creams? Why have not more 
cosmetic manufacturers 
launched into this field? Fail- 
ing the possibility of one manu- 
facturer financing a full-scale 
educational advertising cam- 
paign, five or six competitive 
campaigns for five or six dif- 
ferent brands of barrier creams, 
each spending a@ moderate 
amount, could quickly create 

a big market for barrier 

creams. 


This product is not only under- 


Picture by Innoxa Ltd. 


In the industrial field barrier 
creams have saved millions of 
man-hours. 


advertised it also needs more 
advertisers. 

There is a simple law of selling 
that rarely changes. When there 
is vigorous competition for a 
market the total result is in- 
variably an increase in the size of 
the market. Under such condi- 
tions a brand can lose a per- 
centage of its share of the market 
but because the market has grown 
under the pressure of vigorous 
competitive advertising, the sales 
of the brand increase. The sales 
of ball-point pens would not 
perhaps have reached their pre- 
sent heights if Biro had not been 
challenged by other makers. 

A current example of this is in 
the rheumatic balm field. For a 
long time the only advertised 
name was Lloyds Adrenalin. 
Recent months have seen big- 
spending newcomers come on to 
the scene. It is safe to assume 
that at the year’s end Lloyds sales 
will not have been divided among 
the competitors, but the market 
will have been increased and if 
anything Lloyds sales will be 
greater as the result of the com- 
petition. 

Value of number 


It could happen in the barrier 
cream market—once the idea of 
using barrier creams has been im- 
planted in the public mind. Five 
or six products spending £80,000 
between them would probably 
achieve this more quickly than 
one advertiser spending the same 
amount. In the building of a new 
market the advertising of one 
brand is in a sense a confirmation 
of the advertising for a rival 
brand. When five or six adver- 
tisers are saying much the same 
thing the public are ready to be- 
lieve that “ this is the new thing 
to do” and the foundation of a 
healthy market is laid. 

@ Continued on page 442 
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“My Daily Mail’ », 


“Y HAVE a particular admiration for the Daily Mail because 
it has always taken such a great interest in the progress 
of flying. I will mention only two of the important flights 
which this eminent newspaper supported—the Round 
Britain Seaplane Race in 1913 and the Atlantic Flight in 
1919. Both these flights were promoted by Lord North- 
cliffe, who was one of the first Englishmen to foresee a 
great future for aviation. 
As a matter of fact, as early as 1913 the Daily Mail had 
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BVILLE FREDERICK DUKE, D.3.0., 0.B.B,, 
D.F.c, and Two Bars, A.¥.c., M.C- 
(Czech), has been Chief Test Pilot for 
Hawker Aircraft, Ltd., since 1951. Born 
and educated in Kent, he joined the R.A.F. 
as a cadet in 1940. Flew fighters in this 
country, in the Western Desert and in Italy, 
and held the rank of Sqdn. Leader when he 
left the R.A.F. in 1948. How does this 
famous flier like to spend his leisure? In 
what he describes as “ sporting flying”! 


Y oes 


NEVILLE DUKE 


already given prizes totalling £24,000 for the encourage- 
ment of aviation. That was a large sum of money in those 
days, but look at Britain’s record in the air since then and 
I think you will agree it wasn’t wasted. 

Of course, there is much more than news about the air 
to interest me in the pages of the Daily Mail. Political 
news and views, sports reports, reviews of books, plays, 
films, and broadcasting—all is treated intelligently and 
vividly by this progressive morning newspaper.” 
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e BIG BARRIER CREAM MARKET—com. 


Broadly, there are two kinds of 
barrier creams, It should be made 
clear that one is for use when 
washing clothes, and one for 
dealing with dirt, grime, paint, 
etc. In both cases the action is 
protective. Water cannot pene- 
trate the one and paint and grime 
cannot take a hold on the skin 
when the other is used. 


Deeply ingrained habit 


The two major obstacles to be 
overcome are the use of rubber 
gloves and habit. Hand-con- 
scious women use rubber gloves 
when washing or washing-up. To 
make them use barrier cream in- 
stead is to make them change a 
deeply ingrained habit, 

Secondly, barrier creams have 
the disadvantages of many pro- 
phylactics-you cannot see the 
result, Conviction lies in quick, 
positive evidence. Take a pill for 
a pain and it goes—rub a good 
hand cream on red, sore hands, 
the redness disappears and the 
soreness goes. Not so with bar- 
rier creams. They are slow to 
give visual evidence of the good 
work they do. At the most, a 
woman will notice, after two or 
three weeks, her hands are no 
longer giving her any trouble. 

The principal point that the 
advertising must establish is that 
the product is not an orthodox 
hand cream. This is not quite 
so easy as it may at first appear. 

Nearly £500,000 are spent 
every year on hand cream press 
advertising. Most of the adver- 


tisements contain pictures of 
beautiful hands and promise to 
end redness, soreness, and other 
such hand  disfigurements. 
Because of this it is very easy 
for a barrier cream advertisement 
to look just like an advertisement 
for yet another hand cream. 


The next most important job is 
for the advertising to establish 
the fact that barrier creams are 
put on before starting work and 
not after. 

Because the results of using a 
barrier cream are not immediately 
obvious, the advertising musi 
face this selling disadvantage 
boldly, be frank with the reader 
and warn her not to expect visual 
evidence of the protective quali- 
ties of the cream. 

Repeat sales are as important 
as initial purchases and because 
of the absence of dramatic 
results, the advertising should 
seek to re-sell to those who have 
bought once as well as create a 
market for “first-timers.” While 
there are thousands who will be 
prepared to “try anything once,” 
continued use of barrier cream 
demands that the woman should 
adopt a new kind of kitchen 
“drill.” 

The advertising, for example, 
should tell her that her barrier 
cream should be nore the 
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The Brook Continuous Film Projector in action 
in a Scottish Grocer’s shop during a recent 
campaign carried out by Quaker Oats Limited. 


Barrier creams are the perfect 
oduct for store demonstrations, 
ms and television. One manu- 
facturer puts on the most con- 
vincing demonstration which in- 
cludes the demonstrator putting 
her barrier-cream protected hands 
into a bow! of sulphuric acid and 


SHEE 
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washing tar from the hands by 
merely rinsing them under a cold 
tap-—pno soap, no scrubbing. 


In the press relations field, 
good work has already been done 

t there is still ample scope here 
for more effort beyond the 
“novelty” value of the product. 
It needs to be made and kept 
newsworthy. 


One final requirement. Wanted 
—a better name than “barrier.” 


A novel approach to the selling of domestic appliances was revealed 
by a recent window display a the G.E.C. offices in Central London. 
To advertise an electric iron the presentation had as a theme “A 


gift for the bride is a gift for every woman.” 


The “Bride's iron” 


was featured and a large photograph of the lady on the great day 
was set alongside one of her at work on the ironing board—with a 


“Bride's iron.’ A wedding ring linked the two pictures. 


se 


Installed in shop, store or show- 
room ; your complete sales story 
is told to people where they come 


to buy. 


..» The Perfect Salesman. 
The Brook Projector dramatically 
and continuously presents your story 
and displays your goods and services 
—always with unfailing efficiency. 


...+ The Perfect Servant. 
The Brook Projector serves you 
instantly at the touch of a button 
and can be unobtrusive when not 


required, 


The Brook Continuous Daylight Film Projector 


SOUND-SERVICES LIMITED 


269 Kingston Road, London, S.W.19. Tel: LiBerty 4291 


An Associate of the Film Producers Guild Lid. 
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1954 LONDON SHOW NUMBERS 
Show Guide ..Oct.15 - Show Report..Oct. 22 - Show Review .. Oct. 29 


Advertisers use THE AUTOCAR’s Show issues to coachwork, components, accessories, car radios 
sell their products not only at Earls Court... and caravans. Oct. 29: technical survey of 
but in all parts of the world. Here are the prin- design trends, and an appreciation of the new 
cipal features of this year’s special numbers:— cars from a woman’s viewpoint. Make the most of 
Oct. 15: (out five days before the Show) Buyer’s THe Aurocar’s exceptional pulling power by 
Guide to 1955 cars; advance details of exhibits. reserving space in all three issues. Contact the 
Oct. 22: stand-to-stand survey of mew cars, advertisement manager TODAY! 


Over 500,000 motorists will study th 
CLOSING DATES FOR PRESS | 

OCT. 15 SHOW GUIDE....October 4 

OCT. 22 SHOW REPORT . . October 11 

OCT. 29 SHOW REVIEW . .October 18 


THE AUTOCAR, DORSET HOUSE, STAMFORD STREET, LONDON, S.E.1 - WATERLOO 3333 (60 LINES) 
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Typography in Advertising 


How to make the ad a 
triumph of design 


ESPITE the _ gruesome 
advertisements I am 
always complaining about it 
has to be admitted that there 
are also some very fine pieces 
of advertisement typography 
as well, Yet even with the 
best there is always some 
small point which seems to jar. 

“ Always” ? 

That is not quite accurate. 
Sometimes not a blemish can be 
seen, Let us take some examples. 

I think the Dunhill advertise- 
ment is clever and indicates an 
excellent use of mechanical 
screens. The lettering is quite 
neat and the sans type is appro- 
priate. I feel it is just spoiled by 
Alfred Dunhill’s signature. The 
complaint is not about the way 
Mr. Dunhill writes. That is his 
business, But the angle of writing 
and the style simply do not fit 
into the advertisement. If neces- 
sary the name should have been 
set in type or a phoney signature 
used to match the lettering at the 
top. 

Or would that have been un- 


BLACK AND WHITE 


conmeties for Virginia snokers 


Very neat and at the same time 

striking. The line ae is 

appropriate both to the subject 
and to the typography. 


By ROGER DARCY 


ethical? It would, surely, not 
have made much difference to 
Dunhill sales. 

Now take the beautiful Vogue 
advertisement—and it is beautiful. 

There is just one minor point 
which should be atte to. 
This advertisement was for news- 
papers and therefore had 
appear on newsprint. The tiny 
Bodoni italic, however, did not 
stand up very well to newspaper 
treatment. Some of the fine letters 
“ filled in.” The Bodoni Roman 
above was all right. Perhaps the 
italic should have been set a size 
or so larger. 


Appropriate drawing 


Then we come to the Marco- 
vitch announcement. This is 
very neat and at the same time 
striking. The line drawing is 
appropriate both to the subject 
and to the typography. “ By 
Royal Command” in Ultra 
Bodoni is strong, the lettered 
“ Marcoyitch” is in good taste, 
“Black and White” again in 
Ultra Bodoni balances the head- 
line and the line in Bembo italic 
finishes it off well. Copy is set 
in Bodoni and even the short line 
at the end fits into the pattern and 
the eye runs from it to the corner 
of the box of cigarettes and then 
down to the name of the product. 

There is a tiny jarring note, and 
that ig the initial letter of the 
copy which is in Ultra Bodoni. It 
sticks out like a sore thumb. It 
would have been much better to 
set it in the same weight as the 
rest of the copy. It unbalances 
the whole thing—which other- 
wise is nearly perfect. 


Perfect balance reached 


Talking of nearly perfect, I 
cannot see anything wrong at all 
with the Teepol advertisement. A 
delightful line drawing fits in well 
with the copy which is set 
throughout in various weights of 
Times Roman. This item is per- 
fectly balanced and even the very 
small lines in italic have come out 
clearly on newsprint. Is this a 
lesson that Times is superior to 
Bodoni in the smaller sizes on 
newsprint ? 

Then there is an Olivetti adver- 
tisement which has appeared in 
the Sunday Press. Normally | 
cannot stand Grotesque. In this 
case, I think, it fits in very well 
with the modernistic treatment of 
what is, after all, a very modern 
product. 

Now there is a point about 
all the items so far mentioned. 


# better dgeretie ot ne extra cost~20 tor 3/74. 


A clever advertisement’ which 
indicates an excellent use of 
mechanical screens. 


Despite minor blemishes 

are all integrated. They are a 
triumphs of design. Just let 
round and 
round, particularly on those 
for “Vogue,” Marcovitch and 
Dunhill. 


your eye travel 


But other announcements, 
some of quite famous companies, 
do not, I am afraid, have this 
desirable quality. | of them 
have too many type faces, too 
many distracting eye catchers and 
are just not integrated. 


Use_bold caps 


There is, for example, the 
Brown and Polson specimen. 
Just look at it {page 446). 

We start off with Perpetua 
Bold at the top with, for some 
reason the initial “S” in 
“Starch” several sizes larger 
than the rest of the word—and 
underlined at that. Surely it 
would have been much better to 
put that key word in bold caps of 
some sort? Then we proceed to 
Perpetua caps, then down to 
Futura Bold till we come to the 
main text which is in Times, and 
then the firm's name in Times 
after a bit more Futura. There 
are two boxes, one illustration, a 
trade mark and a couple of rules 
and the whole affair looks as if it 
is cut in half. 

same criticism applies to 
some BP Super advertisements. 
The designers cannot help that 
terrible lettering for “BP,” 1 
suppose, but they could have kept 
the amount of lettering and 
number of type faces down to a 
minimum. 

As it happens the four adver- 
tisements just mentioned all 
appeared in the same newspa 
at the extremities of a double 

@ Continued on page 446 
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VOGUE 


compass of fashion 


This, in Roger Darcy's opinion, 
is a beautiful advertisement. 


High standards of cleanfiness are as 
important to small organisations as to 
big ones. Important everywhere—and 
especially in cloakrooms, kitchens and 
canteens. TEEPOL, the master detergent 
developed by Sheil, tackles all cleaning 
problems with the utmost efficiency 
and y. It is undoubtedly the 
most practical of all cleaning aids 
for use in | and industrial 
premises, and in all municipal institu- 
tional and public buildings. 
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fee SHELL contribetien 10 unproved pati heres 


‘fhe Chemecah Limsied, 105-109 Sureed, WC 2 Joi Temple Bar 4659 
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A eet tnt de 


In this advertisement a delightful 

line drawing fits in well with the 

copy which is set in various 
weights of Times Roman. 
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Poms 


2 All the CHRISTMAS NUMBERS 
of ILLUSTRATED NEWSPAPERS 
are on the press!!! 

NO FESTIVITIES .. . NO CELEBRATIONS! 


All available colour advertising space is sold to some 
of the shrewdest advertisers in the country, who_know 
there is no substitute for the solid perennial demand 
and selling power of these Christmas Numbers of ours. 
By November 18th they will be on sale 

in the Home Market and in a week or so after 

in every country of the world. 

It takes more than a century of experience 

and technical skill to achieve this feat in 
production and distribution organisation which 

is unmatched by any publishing house 

in any country. Now is the time when we 

wish to thank our advertisers for 

their co-operation in 1954, 


——- & fa ‘oe 
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Much of the full colour space to be available 
in 1955 is sold already. The subject might 
be worth looking into because it is not a 
question of getting more paper... . 

it all depends upon producing superb 
four-colour printing in great volume 

against the clock. 


Happy Christinads 


K THE TATLER 
ILLUSTRATED LONDON NEWS 
THE SKETCH 
THE SPHERE 


** HOLLY LEAVES ”’ 
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A MIXED BAG - 


Believe it or not, there are people who make a point of 
reading every Gee & Watson advertisement. If you are one 
of those who do, you will recall that we~have- often ~ a“ 
publicised the quite regular flow of customers’ letters which 
praise us. Incidentally, these rounds of applause don’t go 
to our heads, but they do spur us to do better still. 


Because we make mistakes now and then, we naturally 
find occasional criticism in the mail. Sometimes it hurts, 
but the critical letter does us a power of good, because 

it makes us try hard to put the failing right. 

Take the letter, for example, which finished up : 

“This is, I know, the kind of thing that does happen in 
the best regulated business . . . but in a firm of the 
standing of Gee & Watson--!" This made us sit up ! 
So much so that right away we set about overhauling a 
system we had thought to be comparatively foolproof. 


Chalé & WATSON 


Service in the Spirit of Helpfulness 


PROCESS ENGRAVERS, CREATIVE ARTISTS AND PHOTOGRAPHERS 
ADVERTISEMENT TYPESETTERS, ELECTROTYPERS AND STERBOTYPERS 


111 SHOR LANE LONDON BC4 - CENTRAL 6555 BIGHTEEN LINES 
Northern Office at 4 Chapel Walks Manchester 2, Blackfriars 4660 
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* TYPOGRAPHY IN ADVERTISING—con:. 
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* OLNTROREL GL etoRE TReLET 
sree Tee OPTRA feemer 
| 7 seenes 


This is a really gruesome example 
of lack of integration. A des- 
perate effort has been made to 
include everything 


spread. The Brown and Polson 
and BP advertisements looked 


| like four announcements whereas 


Teepol and Olivetti gave the right 
impression. They were two 
advertisements, separated by a 
simple rule. 


Including the lot 


And now for a really gruesome 
example of lack of integration— 
the Dextrosol advertisement. 
Sans, Roman, italic, bold and 
light, hand lettering, boxes, half 
tone and line illustration, thumb- 
nail sketches, illustration of the 

cket — everything but the 

itchen sink. I know the man 
who put it together will say that 
the eye runs round it. 

It certainly does. 

It starts at the word “ Look!”, 
mage down through the slump- 
ing, de-energised female to the 
box of tablets and practically 
right off the page when it just 
catches the box. This is set in 


Starch 


does surprising things 


6. IN SUCH SURPRISING 


PLACES 


GLUCOSE IN JAM PRESERVING 


1 is non always casy for jam manufacturer: to mabe parm that 
comain enough soluble sohds to be satfactory un queldy 


more thee a” ay industries ton 
Casts, (0 make beer products, of even 1o make products that Could 
ot others ie ta mas: paper We have spent more then 100 year; 0 
the Dusiding of thus large and vared buwness We have learnt a lot 
chow the intuariel wes of warch produces, and ow advue o 
freely ot your disponal 


CORN PHOOUCTS COMPANY wimeree 


&s 


-| Brown Polson 


etsiweves « HOUSE, TETIINO ET 8emD, toneee, wee 


Su peer ves 
wees 


This seems to be more than one 

advertisement and is cited by 

Roger Darcy as one that has not 
been integrated. 


so small at that the eye 

up ong oe e vital female back 
to the “ Look!” again. It cer- 
tainly misses the great wedge of 
copy on the left. 

I was tickled by the little 
Cadbury advertisement for the 
Golden Pod Chocolate Rooms in 
Regent Street. It is so like 18th 
century commercial typography 
that I would like to know 
was done. 


‘eoy" 


TTT Tver Ty ere 


7 he Lows buzzes onb talk of ik Cadberys 
fine new Chocolate Room the GOLDEN POD 
ac No.185 Regent Street. Did take my lady 

thither for a.cup of most excellent Chocolate and 

a Croissant (and did p*y but two shillings and six 

pence for the two of us). Was mightily beguiled by 

the rar¢ furnishings . Am assured that its doors 
stay open until 7.15 dclock of on evening 


16 86960000 06 6600660804 
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Roger Darcy would like someone to explain how this was done. 


The simulation of \8th century commercial typography is first rate. 
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Robert Sharp’s collect new account 


We are successful and deserve to be. The Advertiser's 
Weekly is no medium tor modesty. 

Our creative people are most remarkable. They attack, 
fiercely. They are never short of itleas. They are our chief asset. 

‘Viyella’ and ‘Clydella’, Matita, Ben Truman Pale Ale, 
Callard and Bowser sweets are some of the first-class products 


which we are very proud to be advertising. We should like 
more business, Our service-—being younger and brighter than 
some agencies but every bit as comprehensive—is perhaps best 
suited to medium sized accounts run by enterprising advertising 
managers who know their own and their company's minds. And 


—above all—who really value a flow of fresh ideas, 


ROBERT SHARP AND PARTNERS LIMITED, 3 Wyndham Place, London, W.1. Tel: AMBassador 1471-2-3-4 


INCORPORATED PRACTITIONERS IN ADVERTISING 
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PAGE - SIZE 


to be 


ENLARGED 


To cater for the increasing demand for 
bigger and better advertising spaces, Fur- 

nishing World is to inerease its page-size 

to 11” x 8)" commencing with the first issue 

in January next. The new type-area will be 

10" x 7". The regular Art Supplement will 

also be enlarged to this size to provide an 

unparalleled facility for full-colour advertise- 

ments on first-class printing stock. - 
Space rates will not be increased until Ist 

January next and reservations for 1955 may 

now be made at the present rates, with the 

usual discounts for series insertions. 


Your 1955 campaigns to the Furniture and 
Furnishing Trades should start in the 


Furnishing World—the leading weekly jour- 
nal in the Trade—and you will make 


considerable savings by making your space 
reservations NOW. ‘Phone Chancery 8844 
for details. 


No increase in space - rates 
on orders placed before 
Ist January, 1955 ! 


BOOK YOUR 1955 series NOW! 


The Leading Weekly Journal of the 


Furniture and Furnishing Trades 


180 FLEET STREET, LONDON, E.C.4. Tel. CHAncery 8844 
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Print Review 


The war against waste 


an ad man’s battle 


HE conscientious adver- 
tising man wages a con- 
tinuous war against waste— 
against the clients’ habit of 
buying worthless space on a 
God-bless-you basis, against 
frittering the appropriation 
away on sales managers’ 
whims, and against useless 
print. The last is perhaps the 
most difficult but there is no 
reason why all advertising 
men should not take a line 
on all this. Print is often 
bought in too small amounts 
or in such large quantities 
that five per cent of it is still 
unused when it is out of date. 
Another form of waste was 
recently brought forcibly to my 
notice. I wrote to three manu- 
facturers of pre - fabricated 
garages asking them for details 
of their products. I told them 
my specific requirement : a garage 
between 16 ft. and 20 ft. in length 
and about 10 ft. wide. It should 
have been easy for them to avoid 
waste. 
But only one of them sent me 
that information and no more. 
Of the other two, one sent me 
a large catalogue which included 
all his items—greenhouses, sheds, 
hen houses and vast commercial 
poultry farm buildings as well as 
garages, and the other sent a 
whole batch of smaller booklets 


pois 


THIS WAY TO INDEPENDENCE 


The front cover of the Midland 

Bank booklet which aims at 

encouraging the young to open 
accounts. 


By BRIAN HILTON 


Smart fashion sketches in the 
charcoal style are contained in 
the War Office booklet. Here 
is the front cover. (See page 450.) 


covering a similarly wide range 
of products. 

When this'sort of thing happens 
it is difficult for the professional 
print buyer to take seriously the 
complaints he receives that the 
cost of printing is too high. 


* * * 


THE COMMENTATOR naturally 
selects the exotic for comment, 
hence the good, sound, but un- 
exciting job seldom gets men- 
tioned in reviews of advertising. 
But I want to commend to the 
attention of print designers the 
booklet produced by the Midland 
Bank entitled This Way to Inde- 
pendence. This is one of those 
sound jobs that seems simple, but 
which is the fruit of good tech- 
nique. It has an artistic unity, 
a balance, which is all too rare. 

This booklet is produced to 
induce young people to open a 
bank account with the Midland. 
The cover is a simple photograph 
of a youth and a girl walking, but 
it is made more interesting by 
using a duotone, the second 
colour being a bluish red. The 
headlines inside are all in a heavy 
pen script and the text type is 
Bembo which prints very well on 
the clean cartridge paper. The 
whole is enlivened with two- 
colour humorous sketches in 
black and yellow. 

These are quite ordinary i 
dients, but they — 5 —~ 
blended by an experienced hand. 

The copy is also excellent. It 
is straightforward but does not 


@ Continued on page 450 
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Roads laid on PAPER 


Did you know that modern roads are laid on paper? 
Specially treated kraft paper*® goes down first. Then 
the concrete and reinforcements are laid, with 
the certainty of being fully protected until they are 
set and established. Similar specially prepared kraft 
is used, also, to “cure’’ the new concrete road 
surface—and protect it from frost. This is only one 
of the many ways in which Aylesford Kraft Paper 
serves industry; as a protective wrapping paper 
it has no equal. And though Aylesford Kraft 

is only one of the important papers made by 

the Reed Paper Group, more kraft 

paper is made at Aylesford than 


at any other mill in Europe. 


*& Kraft paper laminated with bitumen (with 


or without fabric reinforcement) is used for this purpose 


There is no better Kraft than AYLESFORD KRAFT—made in Kent by British craftsmen 


ALBERT E:. REED &€ CO. LTD 
Aylesford Mills, Tovil Mills and Bridge Mills, Maidstone 


THE LONDON PAPER MILLS CO. LTD - EMPIRE PAPER MILLS LTD THE MEDWAY CORRUGATED PAPER CO 
MEDWAY PAPERSACKS LTD . BROOKGATE INDUSTRIES LTD - THE THOMPSON & NORRIS MANUFACTURING CO 
REED PAPER SALES LTD . REED FLONO LTD : POWELL LANE MANUFACTURING CO. 
£. R. FREEMAN & WESCOTT LTD « REED PAPER HYGIENE LTD THE NATIONAL CORRUGATED PAPER CO. 


Head Office: 10s Piccadilly London W.1 
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are the young readers told what 
it costs to run a bank account 
with small balances ; nor are they 
told what their remedy is if they 
disagree with the amount of the 
bank charges ! 

» * a 

Had Locic been used in the 
planning of the Fisher and Lud- 
low booklet Bert's Garage, the 
result would have been much 
better. The idea of the booklet 
was good, It tells a little story 
about an extremely untidy garage 
owner and how his business was 
improved by using Fisher and 
Ludlow benches, shelves, racks, 
lockers and the like. 

It is a pity, however, that the 
comic fairy tale is broken up | 
the straight advertising material. 
The reader gets through the first 
three pages of the tale, and is 
then confronted with three pages 
of advertisements, and from then 
on his ee is constantly inter- 
rupted by ¢ catalogue pages. 
Il am not suggesting he does not 
want to suggesting the stuff; if 
the booklet has been sent to the 
right man he will want to know 
all about it. But why interrupt 
the unfolding story, and then 
make the reader turn back the 
pages to examine pictures of the 
merchandise? 


A double-page spread from the booklet which describes the glories 


The thinking on this job was 
not clear. The planner thought 


* 


I wonDer whether the pub- 
of Jersey ever 
ite number of 
y would have 
or 


licity manager 
meets 4) oO 
Torqua 


muc nd AR, 
similar kinds of booklets, and 
the two publications are certainly 
the best in Britain. Torquay’s 
book I reviewed not long ago. 
Jersey's has just come to hand. 
For sheer glamour and colour 
this rms book of Jersey has no ; 
The words are few and transparencies by 
~ being concerned mostly 


of Jersey. 


have to be 


they produce 


with meteorological records. Sons, 


What is unusual about the pic- 


cheesecake. 
Two very clever touches: 
@A_ pictorial 
* island has rectangles marked 
upon it numbered to corre- 
the pages of 
colour pictures so that the 
reader can see how near one 
beauty spot is to another, 
and how near to his hotel. 
@The envelope bears colour 
pictures of scenes for each 
month from March to Octo- 
together with sunshine 
and temperature figures. 
The booklet was 


spond with 


ber, 


tures is that they are all in colour 
and that the glamour all derives 
he had to sugar a pill. He had from the scenery; there is no 
not. People who need Fisholow 
equipment don’t 


kidded into reading about it. map of 


inted from 


chief designer of Jarrold and 
Ltd.. who printed it on 
Bowater’s Lithocote. 
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I, FOR one, am sorry that 
Sidney Rogerson will be retiring 
soon. He has made a notable 
contribution to our craft, setting 
high standards and not grudging 
the means to attain them. He 
plans, I read, to act as a consul- 
tant. He should not lack clients. 


Let us hope that the War Office 
will continue to produce booklets 
as brilliant as that just to hand 
entitled Trusty and well-beloved. 
It is intended to promote recruit- 
ment into the Women’s Royal 
Army Corps. And because of its 
glamour, its smart fashion 
sketches in the charcoal style, its 
flattery of women, and its skilful 
presentation of the pleasant side 
of service life it will no doubt 
succeed. What a compelling 
headline that is to one article— 
“She Commands 40 men.” 


When it comes to adyertising. 
the services have no inhibitions 
—~and have no fear of the AID. 


* * * 


THe story of the Billy 
Graham advertising campaign is 
told in a lively booklet by 
Frederick Aldridge Ltd., the 
agency that handled the account. 
The whys and the hows make 
interesting reading ; it seems that 
even a campaign for a religious 
crusade is not free from last 
minute changes of plan and pro- 
duction panics. 


Technically the booklet is 
interesting because it is a demon- 
stration of how Garamond can 
be used dynamically. 


Published monthly by :- 


SPACE RESERVATIONS NOW PLEASE 
Closing date for ‘‘ Copy ”’ 


The JANUARY 1955 issue will be a special number 


devoted to a pre-view and guide to the exhibitors © 
at the forthcoming exhibition. 


This special issue will be circulated prior to the 
opening of the exhibition, (i.e. January 18th, 1955). 


DECEMBER Ist. 


USUAL RATES £33 per page and pro rata. 
A.B.C. Certified Circulation. 


PACKAGING EXHIBITION — Special number 
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sate 


Look for the blue and gold cover 


THE TUDOR PRESS LIMITED 


75 Carter Lane, London, E.C.4. 


Telephone : CiTy 3001-2-3 
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ADVERTISER'S WEEKLY 


the new home of CRANE PUBLICITY LIMITED 


Yes ... CRANE PUBLICITY are moving . . . moving to new and larger 
premises where a carefully preserved Adam frontage will, at least, set a 
high aesthetic standard! Not that Crane indulge in art for art’s sake. 
They believe in close personal service; they believe their clients are 
entitled to expect it. They believe, also, that advertisers are entitled to 
fresh thinking . . . thinking based on a sound merchandising appreciation. 
That this creed seems to be right for today’s selling atmosphere is proved 
by the way in which CRANE are expanding—by the need for these new 
premises where they can further stretch their legs and brains in the 
service of their many and respected clients. 


PLEASE MAKE A NOTE OF THE ADDRESS AND TELEPHONE NUMBER -YOU MAY NEED THEM! 


CRANE PUBLICITY clients include 
(among many others, and in strictly 
alphabetical order)— 

A.C.E.. Machinery Lid. 

ACN. Sales, Lid, (A.E.C. vehicles) 
Bristol Aeroplane Co. Lad. 

British Thermostat Co. Lid. 

Columbia Ribbon & Carbon Mig. Co. Lid. 
Consolidated Preumatic Tool Co, Lad. 
Max Factor Hollywood & London (Sales) Lid. 
Norman Cycles Lid. 

F. Perkins Lad. 

Peter Shepherd & (0. Lid. 

Rotol, Led. 

Sangamo Weston Lid. 

Sponcel Led. (Spontex Sponges) 

Vokes, Lad. 


CRANE PUBLICITY LIMITED 


—an uncommon blend of ‘technical’ and ‘consumer’ expertise — 


ADAM HOUSE «+: I FITZROY SQUARE LONDON W.I + TEL: EUSton 8061 (8 LINES) 


Serremser 2, 1954 451 Po a 
ene... eee ' ; 
ee eee 
pone = eo aaies This is Adam House, W.1 : 
atti it oem, a . oat 
“= eS ee Ise ! — _ Aili, - c e a = “ 2 : 
—————— — ae ~ aa a: Te ar 
See Oe, Oe, ae Py a Z 7 “ ra Ls 
SSS a eee ee $ i “ - - <4 ‘Se 
—— —— | ae = 
o eg : “ ‘i > # . 7 ao : 7 . = . ‘ ss 
‘mie Aaa gt ae I “N 
| J4A\\\\ ie ea. ae i ee 
bbl | f | a J aan 4 eA 5 | 2 . ~ “es 
wa } / A ew ’ r: > , “ “5 * Se m 
it (Ane LEA Sas 
a 4 ‘ * is ~~" . " . 
#2 Le a i cll et ) os 7 ; > 
loos ee ee on 4 
— ) 7 = ’ : | i — we AC s | he “g wie oi ; yy i 
pS OS) ee ee La 
| || TH ne i, ii 3 <i Oe ~ L 
cv) | (cco) CO ee codes} Say : 
= a = . “fl — ~ — <7 “ é ~ a a i ny P. » ™, ; : . . . 
a re ——— A 9 /\ 7 . 7” ae te i a7 : th — + Hi 4 ' j ayy 
a f ~ - 4 je on MSs cage | 
SSS) ee To aah 
‘ iO! Ait he ; , Te ONT Rear: a | le! toy , 
” lL a) Dain Fe Todeatees — itimue ANTE voney iy “ nH (ht -_ 2 m1 
i} | tt eeeues . °t _.... ——___--> ‘ 
Atl HI HY TTT HHL WADHTROOAUT ; ane a . 
‘Vile | | Ni Wit NAT eHL E Hh HT Tot 
2S MUU a ME MU net 
“F BE 
ae 
pn 
it. 
q 
a § 
ee 
a 
| : 
a J 
ibe So a ee Oe ee Sat ? ce ee i AE odes i - 
ca Mia Oe . OR <a Te Se 2 ern 2 hale 


aa ner 
eee” a 


ADVERTISER'S WEEKLY 


Serremser 2, 1954 


reach 75,000° handymen 


through HOBBIES WEEKLY 
(4d. Every Wednesday) 


This magazine is the leading weekly catering for handymen, home craftsmen, modellers 
and all hobbyists. If your products or services appeal to men and boys who like to 
make things (and the wives and mothers of their households) you cannot leave Hobbies 
Weekly out of your schedule. There is no waste readership. Every one of the thousands 
who buy Hobbies Weekly regularly—and countless others who read their friends’ copies 

-are your potential customers. Tools, glues, paints, varnishes, modelling materials, 
wood, plastics, technical books—all these things and many more are in constant demand. 


Autumn and winter bookings are extremely heavy. All September issues were full 
long ago and most of the issues between mid-October and next March contain only limited 
available space. If you don't want to miss the opportunity to add the readers of Hobbies 
Weekly to your list of customers during this “handicrafts” season, you will have to hurry. 
We'll do our best to meet your requirements, of course, but we cannot depart from our ruling 
of “ first come first served.” 


Page Rate £30 


ote 75.000 is the average weekly net sale. 


Actual 


readership is at least three times this number 


All enquiries to: 


ADVERTISEMENT DEPT., HOBBIES, TEMPLE HOUSE, TALLIS ST., LONDON, _ E.C.4 


SELF ENTERTAINMENT 
FOR THE sv 


MILLIONS 


PRODUCTS . 


ADVERTISING MANAGER 
L. HALL 


Telephone: WATerioo 3766 


76 SOUTHWARK STREET, S.£.1 


DANCING MEANS 


DANCE NEWS 


SERVES THIS FIELD WHICH IS 
HIGHLY SUSCEPTIBLE TO ALL 
"PERSONAL APPEARANCE” 


The oldest musical journal— 
still in the lead 


THE MUSICAL TIMES 


(Founded in 1844) 


Appeals to a*wide variety of readers, from the musicologist 
to the ordinary listener. A chronicle of current musical 
thought and events in London, the provinces and abroad. 
The official journal of the Royal College of Organists. Caters 
for the amateur as well as for the professional : the pupil in 
addition to the teacher. 


Published monthly, 1s., annual subscription 
14s.; page rate £12.12s. Circulation 11,500. 
Editor : Martin Cooper. 


Education in music means 


MUSIC IN EDUCATION 


Published alternate months from January onwards. Touches 
every problem in modern musical education, devoted par- 
ticularly to those engaged in the class teaching of music. 
Price Is. ; annual subscription 7s. 
Page rate £8.8s. 


Editorial Offices : 
160 Wardour Street, London, W.1. 
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Handicrafts, Hobbies and Models 


Do-it-yourself trend thrives 


on a closely read press 


In common with the newly developed make-it-and-mend-it-yourselfi movement the 
relevant press is large in size and wide in scope. Advertisers are given an indication 
of its nature in this media survey. 


SINCE the war, the growth 
of interest in handicrafts 
has grown phenomenally. As 
a nation, our craftsmanship 
has always been second to 
none but hitherto the majority 
were content to admire and 
patronise the crafts, while the 
practice was left in the hands 
of relatively few. 

This trend towards making 
things with the hands rather than 
leaving it to others or to 
machines, has been powerfully 
boosted by the economic fact 
that unless one can do things for 
oneself a heavy outlay of money 
is frequently called for... in 
house decorating, planning the 
garden, furnishing the home. 
acquiring a radio or television 
set, and so on. 


Catering for needs 


Alongside this movement 
which avoids reliance upon some- 
one else, there has grown up a 
press which caters very 
thoroughly to the needs of the 
members. In common with the 
movement itself, the press is large 
in size and wide in scope—and it 
is flourishing. It offers adver- 
tisers a very intensely read 
medium. 

The growth of the movement is 
reflected in the history of Popular 
Handicrafts. 

The first issue appeared in 
1945, It was then called the 
Craftworker. In 1952 it was 
acquired by Link House Publica- 
tions Ltd., who already published 
such enthusiasts’ magazines as 
Light Craft, Caravan and Stamp 


Magazine. The effect of the 
change-over was immediate. Cir- 
culation rose by five times within 
two years. 


Story of expansion 


Undoubtedly, much of the suc- 
cess of Popular Handicrafts has 
been due to the realistic editorial 
policy which has been adopted. 

The same _ publishers are 
responsible the Popular 
Handicrafts Annual. Here the 
story is again one of expansion. 
First published in 1952, circula- 
tion, number of advertising pages 
and the number of editorial pages 
have all shown an increase on 
each issue. As an advertising 
medium it offers special advan- 
tages because of its large and 
concentrated circulation, its life 
of one year, as well as its 
authority and independence. 

So great was the demand for 
advertising in the 1955 edition 
that many advertisers were asked 
to cut down the space booked. 

The circulation of Hobbies 
Weekly during the half year 
January-June, 1954, “gen 
76,200 copies per week. 
previous six months had seen it 
averaging 75,000. 

Since the war circulation has 
doubled, and after reaching a 
peak of over 80,000 in the recent 
boom years, has settled down to 
a steady average sale in excess of 
75,000. Proof of the esteem in 
which it is held is evidenced by 
the loyalty of its readers and the 
steady support of well-known 
advertisers. 

The circulation of Home-Made 
Gadgets, one of the Postlib Pub- 


The breeding and 
keeping of many 
types of birds is a 
nation-wide hobby 
which is growing 
in popularity day 
by day. The 
weekly “Cage 
Birds and Bird 
Fancy” circulates 
in at least 1,000 
bird societies. The 
entries at the last 
National  Exhibi- 
tion of Cage Birds 
numbered some 
10,000. 


lications, has remained practically 
unchanged for more than two 
years. The monthly figure is 
between 19,000 and 20,000. The 
readership is reckoned at three 
per copy, as many features in the 
magazine are suitable for every 
member of the family. 

The vast amount of new house 
building which has taken place 
since the war has, naturally, 
given rise to an intense interest 
in gardening. Here again, there 
is a first-rate press to advise and 
guide the practitioners. 


The horticultural field 


The weekly, Amateur Garden- 
ing, a George Newnes publica- 
tion, has an average net sale of 
some 222,565 copies and is the 
largest publication in _ the 
horticultural field. Everything 
that the amateur is likely to want 
to know is to be found in the 
columns of this journal, which 
runs special numbers for the 
spring and autumn. This year 
the autumn number will be 
published on October | and will 
have a full-colour cover. 

The monthly, Gardening 
/Ilustrated, also a Newnes 
publication, has a net average 
sale of 20,194 copies. The appeal 
in this instance is to the 
specialist gardener. 

@ Continued on page 454 


home dress- 
cially in the 
working-class 


Enthusiasm for 

making is high es 

lower middle a 
groups. 


Learning to dance. Ballroom 
dancing was never more popular. 


HE immense popularity of home hobbies and handicrafts has 
given rise to several important exhibitions. The success of the 
1953 International Handicrafts, Homecrafts and Hobbies Exhibition 
at Olympia was such that this year the organisers have been able to 
sell more than double the amount of space to exhibitors for this year's 


event which o 


ns on September 9 and lasts through to September 23. 


A view of last year's exhibition is given here. 

The National Handicrafts and Hobbies Exhibition was last year 
supported by a number of journals catering for that field. The date 
for this year's exhibition has not yet been fixed. 
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ADVERTISER'S WEEKLY 


With an extensive coverage 
of prosperous industrial and 
agricultural areas of Beds, 
Herts and Bucks, the Home 
CountiesNewspapersGroup 
of eleven individual local 
newspapers is an obvious 
choice of the astute adver- 
tiser who seeks coverage, 
service and value. 


HOME COUNTIES 
NEWSPAPERS GROUP 


PER / TRADE 
S;COL = FLAT 
INCH RATE 


ABC Saies 132,860 copies 
Represented in London by 
WILL KITCHEN, jr. LTD. 

13! Fleet Sereet, E.C.4 Cencral 1960 
Head Office LUTON Phone 5050 

Advertisement Manager Claude W. Gilder 


Ulster’s leading farming publication 


The 
“FARMERS JOURNAL” | 


(Official Organ of Ulster Farmers’ 
Union) 


A.B.C. figures 


Jan, to June 1954 
MEMOER OF THE 
avoir BUREAU 


A a et 


Belfast Offic 
18 Donegal! Squar Sosa, bat Tel. Belfast 24397 
09 Pest Serene BEd, 


don Office 
Tel. Central $453 


HARROW; 
BILLPOSTING 


COMPANY 


Giants? 


. Photographic enlargements tell 
the story more effectively than words 
Ask for details. 


Autotype, Brownlow Rd., W.13 Ealing 2691 


| 
| 
J 
| 


STAMP COLLECTORS 


The 
RADIO 


Constructor 


reaches the many thousands 
who build Radio, TV and } 
Electronic equipment. 


Circulation exceeds 
23.000 
monthly 


Rate card and specimen copy 
on application from 


DATA PUBLICATIONS LTD. 


57 Maida Vale, London, W.9. 
Tel. : CUNningham 6518 


YEARS 


THE 
PREMIER 


PHILATELIC 
JOURNAL 
a 


FORTNIGHTLY 
44, BEDFORD ROW, LONDON, WC.!. 
Telephone : CHAncery 8328 


a al 


INTERNATIONAL 
CAR RACING 


GOODWOOD—25th SEPT. 
AINTREE — 2nd OCT. 
Magazine Programmes now in 
preparation, For advertising 
space please contact B.A.R.C., 
55, Park Lane, London, W.1. 
(Tel.: GROsvenor 4471-2-3.) 


LONDON MUSICAL EVENTS 
Monthly (Established |946) 16 
You want Quality Readership ? 
Take space in 
LONDON MUSICAL EVENTS 
25, Haymarket, $.W.! TRA. 5777-8 
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SPECIALISTS IN MOBILE 
DISPLAY & SHOWCARDS 


CONSULT US FOR RESEARCH 
AND DESIGN 


ADVERTISING INVENTIONS Led. 
380-363, Kenni Vauxhall 


S.aa. 
RELIANCE 3173.45 
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A section of the water-life department of this year's National 
Exhibition of Cage Birds and Aquaria, organised by two Iliffe journals. 


Sound, practical articles on all 
aspects of gardening appear each 
week in Popular Gardening. 
During the last week in Septem- 
ber and the first two in October 
special autumn numbers will be 


published, for which a demand 
of up to 175,000 copies is 
anticipated. 

Care of home 


“The magazine for women who 
make a hobby of their homes” 
is how Newnes describe their 
monthly, Homes and Gardens, 
which enjoys a readership of be- 
tween 750,000 and a_ million. 
Circulation is constantly rising 
and the average net monthly sale 
over the last January-June 
period was 159,757. The reader- 
ship is drawn from those with 
more than average means. 

The average sale of House & 
Garden for the past six months 
has been the greatest in its his- 
tory, and it has increased over 
the previous half year. The last 
net sale figure (certified on 
February 3) was in excess of 
41,000 copies per issue. It is 
currently several thousand more. 
The actual readership has never 
been specifically investigated, but 
it is thought to be comparable 
to that of Vogue—i.e., 8.5. 

During the first six months of 
this year the ABC circulation 
figure for Ideal Home was 
205,968. The readership has been 
reckoned at around 1,400,000—-73 
per cent women with two-thirds 
of that percentage between the 
ages of 16 and 44. Two-thirds of 
the readership, moreover, spans 


the middle- and upper middle- 
class groups. 
The official journal of the 


Association of Teachers of 
Domestic Subjects is Housecraft 
which has a_ circulation of 
some 7,500 a month. 

More exactly in the field of 
needlework there is Home 
Fashions published monthly by 
the ruil « amated Press Ltd. 
During the last six months the 
average net sales have been 
around 30,000, showing a rise of 
some 5,000 over the previous 
similar period. 

Present circulation of the 
Allotment and Home Garden 
Journal is around 13,500. Six 
months earlier it had been at 
9,000 and the rise is largely 
attributed to the fact that prior 
to January there was a separate 


publication, the Bulletin of the 


National Allotments Society, 
which has been merged with 
the AHG]. 


Stamp collecting enthusiasts 
have plenty to concern themselves 
but they are more or less relieved 
of worry about the weather. Rain 


never stops their play. Circula- 
tion of the weekly Stamp 
Collecting -is some 15,000 and 


the readership is calculated at 
twice that figure. The overseas 
circulation is estimated at 5,000. 
Founded in 1913, it is the only 
weekly in the field. 

The Stamp Collectors’ Fort- 


nightly celebrates its diamond 
jubilee on October 16 next. This 
journal carries articles of a 


specialised nature, others of a 
more general interest, and notes 
and news of organised philately. 


Very high readership 


Rain similarly leaves billiard 
players unmoved. The readership 
of the Billiard Player is calcu- 
lated at between 70 and 150 

nd per copy as it is widely 
read in club circles. 

The readership of the monthly 
Amateur Stage is also very large 
the publishers believing it to be 
in the region of at least 50,000. 
Actual circulation is about 8,000. 
This journal is read by amateur 
dramatic and operatic societies 
all over the world 

The circulation average of the 
weekly Dance News over the last 
six months has been 44,550. Half 


@ Continued on page 455 


Model Aircraft picture 
model aeroplane makers 
include girls. 
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Handicrafts, Hobbies and Models | 


a year before it had been at 
38,150 and a year before at 
33,870. In the main, the age 
range of the readership goes from 
teenagers to 25-year-olds and it 
is drawn largely from the lower 
income group. 

The monthly Dancing Times 
covers all branches of dancing, 
ballet, ballroom and stage, and 
the publishers have evidence that 
the readership is 90 per cent 
women, many of them teachers 
of dancing, professional and 
amateur dancers, and students. 
The ABC circulation figure for 
January to June of this year was 
12,114 and a steady rise had been 
achieved all through the year. 


For music lovers 


Founded in 1844, the monthly 
Musical Times endeavours to 
appeal to a wide variety of 
readers from the professional 
musician to. the appreciative 
listener. he publishers, 
Novello & Co., Ltd., also bring 
out Music in Education as a 
bi-monthly devoted to the class 
teaching of music. 

Readership of Model Aircraft 
is given as over 100,000—the bulk 
are keen model makers, who 
are guided in their purchases by 
the advertisement pages. More 
than a third of the readership is 
over 21, and both the expert and 
not-so-expert are catered for. 

Approximately 125,000 people 
read the Model Engineer. This 
represents a slight increase dur- 
ing the last six months. 

Model engineers are drawn 
from all walks of life. Entrants 
for the recent Model Engineer 
Exhibition included company 
directors, doctors, plumbers, 
pawnbrokers, lorry drivers and, 
naturally, many people con- 
nected with heavy and light 
engineering. 

The readership of the Model 
Railway News 1s approximately 
45,000. This is an important 
magazine for the small gauge 
enthusiast, and as such read by 
all railway modellers who take 
an interest in their hobby. 

At the beginning of this year 
the approximate readership of 
Ships and Ship Models was nearly 
25,000. Readership is composed 
of two main classes: 

@ Modelling enthusiasts, 

@ Lovers of the sea. 


The three members of the 
George Newnes “Practical” group 
enjoy an enviable reputation for 
reliability and for being com- 
pletely up-to-date—if not a little 
ahead of it. Every one of the 
monthly trio is aimed to appeal 
to the skilled amateur and 
Practical Wireless has the largest 
average net monthly sale; for 
the period January to June last 
this was 99,732. The entire range 
of “how-to-make-it-at-home” in 
the field of television is covered 
in Practical Television which now 
has a circulation in excess of 
74,600 copies. Every hobby is 


The stand organised by the 

“Amateur Photographer” at the 

last Schoolboys’ Exhibition was 
visited by more than 15,000. 


catered for in Practical Mechanics 
which has a circulation around 
88,000; last year this journal 
celebrated its 21st birthday. 

The approximate monthly 
circulation of the Radio Con- 
structor is 23,000, the readership 
of which is the “popular- 
technical” type and embraces all 
classes and income groups. About 
800 copies go overseas. Both 
display and small advertisements 
are carried. 


All income groups 


The journal for “ everybody 
with a camera” is how the 
Amateur Photographer is de- 
scribed by the publishers—lliffe 
& Sons Lid. is category in- 
cludes all photographic dealers 
and professionals and spans all 
income groups. With a weekly 
circulation in excess of 85,000 
(an increase of nearly 20 per cent 
since 1951) the readership figure 
is estimated to be well over 
250,000. 

Fish keeping as a hobby has 
never been so popular as it is 
now—the number of enthusiasts 
having increased tremendously 
since the war. A journal cater- 
ing for every need in this field 
is the bi-monthly Water Life & 
Aquaria World, published by 
Poultry World Ltd. 

The keeping and breeding of 
cage and aviary birds is a nation- 
wide hobby which is growing in 
popularity day by y. The 
reason is not hard to find for, 
generally speaking, they require 


little space (that is why they 
score so heavily wit flat 
dwellers), are in most cases 


extremely cheap to buy, and cost 
only a few pence a week to feed. 
Not only this, bird keeping can 
be a profitable hobby. 

Some indication of the increas- 
ing popularity of pet birds is the 
fact that barely six months ago 
the circulation of the weekly 
Cage Birds and Bird Fancy was 
over 70,000; now, it is well in 
excess of 80,000 . . . and the figure 
is still rising. 


| 
| 
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Speed up 
your Despatch- 


LABELLER 


This model is most useful for the effici- 
ent moistening of small gummed labels. 
factory instruction slips, poster stamps 
and similar items; not the 

least postage stamps, PRICE 25/- 


Ch just 


The Labeller is clean 
and speedy in opera- 
tion; with the brush 
moistening device 
labels are just ‘flicked 
through’ between the 
pressure bar and over 
the brush and this en- 
sures not too much or 
too little moisture to 
the labels, just suffi- 
cient all-over moisten- 
ing to gummed surface. 

The Labeller is made 
in red porcelain, finish- 
ed with a bright nickel 
feed plateover thetank. 


LABELLER tues s 


general purposes model with 05° 
dampening brush area suitable for many 
kinds of g d labe lacladi 


| moisten labels 
PRICE 32/6 


i 
¢ parcel label. it wii 
in any size up to 5° width. 


ful in factories and packing departments 
for moistening larger package and bale 
labels. The dampening width is 9”. 


LIGHTNING... a 


LABELLER 


tend fie Ulluttrated Leaflet to - 
SAMUEL JONES & CO.,LTD. 


NEW BRIDGE STREET, LONDON,EC4. Tel: CENTRAL 6500 
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Wise men 
introduce their products to 
Belgium at 


the Fair of Ghent 


Wiser men 
also announce their participation 
throughout the Flemish speaking 
area, in 


VOLKSGAZET 


Circulation 145,000 


Belgium's most popular Flemish daily 
reaching readers with high purchasing 
power 


For all information : 
A. PRESS LTD., 14 Dover St., W.|. 


MAY fair 8615. 


urmese 


Advertising 


A first quality advertising 
agency with specialist 
service. Fully equipped 
to give your advertising 
problem prompt efficient 


attention. 


“Burmese Advertising 


eee ee ee Re ee eee eee eer oe 


THOS, COOK'S BUILDING, 104, PHAYRE STREET, 
RANGOON 


Foremost Agency 
in Burma 


eeeeeeete 
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Charleroi holds its first 


all-nation industry show 


N event of considerable 

world significance in the 
field of engineering will take 
place at Charleroi between 
September, 18 and October 3. 
This will be the holding of the 
first International Industrial 
and Technical Exhibition. 


Geographically, Belgium is one 
of Europe’s major cross-roads. 
Considered from the agricultural 
and industrial points of view, the 
different parts of the country are 
more or less complementary. 
Among these the province of 
Hainaut holds an eminent posi- 
tion by virtue of the numerous 
steel plants and metallurgical 
industries located within _ its 
boundaries . . . within which also 
are some 7,000 million tons of 
coa 


The “European days” held at 
Mons, chief town of Hainaut, in 
December, 1949, demonstrated 
the Continental industrial out- 
look of the region and the forth- 
coming exhibition will give 
further proof of it. 

For reasons of national and 
international importance, Belgian 


| The design motif which is being 

used for leaflets and posters in 

this country in connection with 
the Charleroi event. 


BELGIUM 


industrialists decided to erect a 
large building dedicated to tech- 
nical and industrial exhibitions in 
the very heart of the “black 
country” of Hainaut. They chose 
the centre of the town of 
Charleroi. 


Called the Palais des Exposi- 
tions, this building (which will act 
as a meeting place for producers 
and buyers coming from all parts 
of the world) will be officially 
opened on September 18 when 
the International Industrial and 
Technical Exhibition begins. 


The building contains four 
large halls and there are also 
facilities for extensive open air 
displays. The big hall is equipped 
with hoisting bridges of 40, 15 
and five tons thus making it pos- 
sible to handle and position very 
heavy engineering equipment. 
These facilities in themselves 
represent remarkable progress in 
engineering showmanship because 
most European exhibition halls 
do not have them. One section 
of the building will house a per- 
manent display of the industrial 
products of Hainaut and provide 
day-to-day Belgian and foreign 
visitors with first hand informa- 
tion on the latest technical im- 
provements in engineering and 
industry. 


Belgian determination 


The approaching exhibition 
will be grouped into seven 
departments: steel and metal- 


lurgy, metallic construction, 
electric and electronic industries, 
glassware, pottery, chemical, and 
mining and quarrying. In the 
words of an official announce- 
ment on the matter, the exhibi- 
tion will “demonstrate in no 
mistakable manner that 
Belgian industrialists are deter- 
mined to remain at the top of 
technical progress.” 


The advertising agency acting 
for the exhibition is Auger and 
Turner Group Ltd. 

Undoubtedly the location for 
the Palais des Expositions has 
been well chosen. The large 
industrial agglomeration of 


@ Continued on page 458 
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Is your product 


sold in 


swayed a) 


, “te 


If your product is a good 


consumer product well distributed and compe- 
titively priced, we can probably help you to 
make it a success in Belgium. We think so be- 
cause : 


1. Coverage 
Our two weekly women’s papers 
*Libelle”’ and “Les Bonnes Nouvelles’’ 
together offer you unrivalled coverage 
amongst Belgian women of all classes 
throughout the country. 


2. Information 


Very few newspapers or magazines in 
Belgium publish audited sales figures ; 
still fewer give information about dis- 
tribution. We give both. You know 


gas idtorter ¥ 


Full information from E. Cooper, 25 Burlington Street, 
W.1. (Mayfair 1044) or write to Advertising Director, 
36 Rue Yan Schoonbeke, Antwerp, Belgium. 


ADVERTISER'S WEEKLY 


“ht 
_— “4 


. 2 


exactly what you are getting for your 
money. 


3. Dual language 


Advertising nationally in Belgium means 
advertising in French and Flemish. 
Experience of publishing “Libelle’* and 
“Les Bonnes Nouvelles’ in both lan- 
guages has given us first-hand know- 
ledge - freely available to you - of this 
complex problem of dual language. 


Our two publications grow steadily in 


circulation so does the advertising we carry. 
But we are more interested in the success of 
our advertisers than in their number. We gladly 
offer full and frank advice on whether or not 
our periodicals offer the most profitable invest- 
ment for your product, 
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THE LARGEST INDUSTRIAL 
CIRCULATION IN THE WORLD 


Those who have a message for industry and who 
are engaged in the “ Service” fields, would find the 
G.T.C, Catalogue a valuable advertising medium. 
The Catalogue circulated throughout the whole in- 
dustrial field with a single issue mailing entirely in 
Britain of nearly 350,000 copies to 375 Trade Groups 
~-the largest industrial circulation in the world. There 
are five issues annually. A very limited amount of 
advertising space could be made available to Air- 
lines, Foreign Banks, Foreign Tourist Resorts, 
Government Departments and Nationalised Indus- 
tries, Hotels, Insurance Companies, Lorry Manu- 
facturers, certain Newspapers and Periodicals, New 
Towns wishing to attract industry, Petroleum Com- 
panies, Travel Agencies, Shipping Companies (for 
passengers and Freight), etc., etc. For specimen copy, 
mailing list and advertising rates write to— 


Advertisement Director, 
GENERAL TRADE CLEARINGS, LTD., 
82-90 SEYMOUR PLACE, LONDON, W.1 
Telephone Paddington 3456 


ahington Post Olario de le Marwma 
Elite Suomen Kuvalentt Neuve Zorcher Zeitung Svenska Oagbladet 
Damerne Trouw La Prensa Zig-Zag Weekend Picture Magazine The 
Hiyemmet Stockholms: Tidningen Nassau Tribune Adressavisen The 
Tidende Uus Suom Neve Zurcher Zeitung Montreal Star Got 
Stockholms-Tidningen Trouwr Hemmets Journal The Washington 
Unoversal Viegwereld Aftenoosten Weekend Picture Magazine Syds 
Damene The New York Times Bergens Tidende Ei Espectador Hyemmet Ne 
Port of igen Gazette Weekend Picture zine Berlingske Tidende De 
Svenska Dagbladet Family Heraid & Weekly Star Stavan: Aftenbiad 
Hyemmet Novedades Washington It for vel 


&) Uni 

The Ni 

Elite entuny 
Dam ag Weehend 


lien Nassau Tribune j $ 


ihe New York Times The W 


Tidende Uus Suomi N 
Stockholms-Tidningen Trouw 
Universal Vhegwereld Aftenposten Weekend P 
Damene The New York Times Bergens Tidende 


ets Journal 


JOSHUA B. POWERS LTD. 14 COCKSPUR ST., 


Jnternational Publishers’ Representatives 


ork Times Berlingshe 
eborgs-Posten La ingenere 
ington Post Svenska ibladet & 
fe Magazine Sydsvenska Dagbiadet Alt for 
spectador Hyemmet Neve Zurcher Zeitung 


Port of Spain Gazette Weekend Picture me ie Tidende De Sprege! Aftenposten 
Svenska Family Herald & Week Aftenbiad Stockholms: Tidningen 


RINGTON 
gh SRep 


“us 

‘ 
Cary ‘Aoveanising PO 
Mo of eee Se 


Agents: 
OVERSEAS PUBLICITY & 
\ 114 WIGMORE STREET, LONDON W.1 SERVICE AGENCY LTD. 


Oxtord Street, W.! 


Phones GEN O78 
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New official guide to 


advertising in Malaya 


HE new edition of the official 

business man’s guide to 

Malaya* runs to 68 pages and is 
fully illustrated. 

A section on advertising points 
out that the foremost problem 
concerns that of approach .. . 
how to gain the attention of the 
many different races—European, 
Chinese, Malay and Tamil—that 
comprise a population of over six 
million. 


High living standards 

Generally speaking, Malaya’s 
Chinese, Malays and Tamils are 
an advertising-conscious people 
enjoying a standard of living con- 
siderably higher than that of 
other Asian countries. They are 
discerning buyers, have their own 
newspapers and cinemas, and 
comprise 80 per cent of sub- 
scribers to the influential Euro- 
pean press. Only a third, how- 
ever, have the ability to read and 
write. 

Though operated on a small 
scale, trade fairs afford adver- 
tisers an excellent and worthwhile 
opportunity to display their pro- 
ducts. It is mentioned that the 
Singapore Trade Exhibition held 
annually in roms - Pies 344 World” 
amusement proved 
highly no A ny No rental we 
charged for ground space. 
“Worlds” (* Happy: t Great” 
and “New World” amusement 
parks, etc.) are found in all prin- 
cipal towns and are generally a 
mixture of restaurants, sideshows, 
cinemas, cabarets, cafés and 
stores. There are numerous sites 
available for outdoor displays at 
moderate rentals and a few firms 
maintain permanent display 
stalls. 

Rediffusion is the only com- 
mercial radio service in Singa- 

re, Penang and Kuala Lumpur. 

roadcasts are made on two net- 
works in Mandarin, Cantonese, 
Hokkien, Teochew, Hainanese, 
Hakka Foochow (Chinese dia- 


*Business Mgn’s Guide two Malaya, 
published by the Singapore Public Rela- 
tions Office. Copies available from the 
Commissioner for Malaya in the United 
Kingdom. 


HE HEART 3 SupTH EAST ASIA. 
a 


HIS tourist poster has been 

produced by “the Public 
Relations Department, Singapore, 
for distribution throughout the 
world. The poster, designed and 
printed in Singapore, portrays the 
English cathedral of St. Andrews, 
a Muslim mosque, Chinese temple 
and a Hindu temple. A typical 

Chinese junk is also shown. 


lects), Malay and English. Rates 
vary according to len 7 of pro- 
gramme and time of broadcast 
with special fees for programmes 
and production. Spot announce- 
ments are charged on the basis of 
wordage. 

Some 5,000 copies of the guide 
have been printed. 

A Traveller's Guide to Singa- 
pore has also been prepared 
the Singapore Public Relations 
Office. 


South Africa 


A report on economic and 
commercial conditions in the 
Union of South Africa, has been 

blished for the Commercial 

elations and Exports Depart- 
ment of the Board of Trade i 
the “Overseas Economic Sur- 
veys” series price 4s. 6d. 


e FOCUS ON BELGIUM—Continued 


Charleroi stands on the key 
axial road leading from France 
to Germany. On the line of the 
international railway circuit, the 
town is linked directly with both 
Paris and Cologne. The Antwerp- 
Brussels-Charieroi line has 
recently been electrified and the 
widening of the Charleroi- 
Brussels canal enables waterway 
connections with Antwerp and 
Holland to the North and the 
Paris region to the south. The 
Rhine is easily reached. 


The latest figures for Belgian 
industrial production indicate 
that the very satisfactory level of 
recent months is being main- 
tained. Steel output in June 
exceeded 420,000 tons and was 
the highest since December, 1952. 
During the visit of Henry Ford 
to Antwerp it was announced that 
the Ford Motor Company 
assembly plant is to be consider- 
ably enlarged so that daily pro- 
duction capacity can rise from 
the present 62 cars to 105. 
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[NteRest throughout the 
month has centred largely 
on the campaign for the new 
Evening Press, making its 
debut this week. 

Apart from the general cam- 
paign it is clear that the battle 
of the “evenings” will be qn two 
fronts—with the Evening Mail 
for small advertisements, a field 
in which the Mail has been 
dominant for many years; and 
with the Evening Herald for 
circulation, particularly in the 
provinces. The Press has 
guaranteed a 100,000 circulation. 
Herald figures for the first six 
months of 1954 were 124,953. 

Bush machines are being in- 
stalled at several provincial 
centres by the Irish Press, Ltd., 
for late and area news. 

Another event of importance 
due this month, but with the date 
at present not set, is the opening 
of the new O'’Kennedy-Brindley 
offices in Marlborough Street, 
Dublin. And a date which has 
been fixed is that of the annual 
meeting of the Publicity Club of 
Ireland—-September 23. David 
Luke, the outgoing chairman, has 
been in charge of the publicity 
drive for the Evening Press. 


RADIO PUBLICITY 


YONSIDERABLE publicity 
value was obtained by 
Radio Review from the “Miss 
Radio Luxembourg” contest 
which culminated at the Radio 
Review ball early in the month, 
and another major publicity 
event was the Butlin-sponsored 
visit of Hopalong Cassidy and 
his “Young Ambassadors” who 
spent a couple of days at the 
Butlin Camp in Mosney, follow- 
ing their stay at several of the 
English camps. Mosney was also 
the scene of the final of the 
Emerald Canned Products 
“Happy Family” contest during 
the last week-end of the month. 
The event was arranged by the 
company’s PR consultant, Mrs. 
Peggy Rushton; the advertising 
account is handled by Domas 
Ltd. 

August is usually regarded as 
a quiet month by agents here, 
but this year business is reported 
by several as “busier than usual” 
which has proved something of 
a Headache due to staff holidays. 
The latest advertisement in the 
series sponsored by the Irish 
Association of Advertising 
Agencies made its appearance on 
August 25 with the copy line 


DUBLIN NEWSLETTER | 


From Edward F. MacSweeney 


‘evenings’ in prospect 


that 
and 
in the 
seeking 
urther expan- 


emphasising “A business 
advertises continuously 
aggressively is investin 

future, by planning an 

opportunities for 
sion.” 


STOCK CAR BOOSTS 


HE arrival of stock car 

racing in Dublin has been 
used as an additional means of 
publicity by several firms, in- 
cluding a car hire service and a 
builder. Another innovation here 
has been the “love affair” be- 
tween cinemas and ballrooms: 
hitherto the cinemas have re- 
garded the ballrooms as bitter 
competitors, now some ball- 
rooms are tying up with cinemas 
—16 mm. MGM trailers have 
been shown in one city ballroom 
and one suburban cinema car- 
ries an advertisement for the 
local ballroom among its front- 
of-house publicity. 

Minor increases in rates by 
some provincial newspapers have 
been reported to the Irish Asso- 
ciation of Advertisers recently 
and it is understood that as the 
Association's Council does not 
consider these to be justified the 
matter is to be discussed with the 
papers concerned. 

Irish Exhibitions organised an 
Ideal Homes Exhibition in Cork 
City Hall last week, with a 
comedy quiz compered by Niall 
Boden (who appears on Irish 
sponsored radio shows) as one 
of the additional “come-hithers” 
for the crowd. The same organ- 
isation is staging the 16-day Ideal 
Homes Show at the Mansion 
House, Dublin, opening on Sep- 
tember 8. Another projected ex- 
hibition this year—for the elec- 


trical and radio industries—has 
been postponed until 1955. 
THREE COLOUR 
RESOLUTION 
EFORE their departure 
to attend the Youth in 
Advertising Congress at Ham- 


burg, the two Irish delegates 
Miss Maura Fox (Janus) and 
Thomas Milner (Esso, Ireland) 
received from Denis J, Garvey, 
who was president of the Irish 
Advertising Conference in May, 
a Special version in three colours 
of the conference resolution— 
suitably inscribed and framed. | 
This is to be presented, with a 
message of greeting from the 
Irish Conference Committee to 
the Chairman of the Youth Con- 
gress. 


the Top of the Market read 


THE IRISH TIMES 


—the Top of the Mornings 


London Office: 59 Fleet St., B.C4 


If the product involves... . 


META 


LLURGIA 


YOUR ADVERTISING MESSAGE 


THE KENNEDY PRESS LTD., 
LONDON OFFICE: 50 TEMPLE CHAMBERS, TEMPLE AVENUE 


KING STREET WEST, MANCHESTER, 


McConnell 


Incorporated Practitioners 


b nOWCARDs 4 


ARDS: STRE 
yt C AMép 
POSTER 


mean business 


Publicity House, Pearse Stree 


St. Stephen's House, Westminster 
IN COLWYN BAY 
25 Prince’s Drive 


SILK SCREEN ARTS L™? 


97 SHIRLEY ROAD. CROYDON 
AODOISCOmsBeE 


IN NEWCASTLE 
126 High Street, Easington Lane 
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Photography 


Photograph of the Month—5 


A technical advertisement 


with a difference 


Wwovuro a eta of 
a good-looking small 
boy, tousle haired and squint- 
ing a little into the light, arrest 
the attention of the august 
readers of the Financial Times 


. . or of a dozen more of the 
serious - minded - readership 
papers—Listener, New States- 


man, Scotsman, Newsweek, 


Time International and Life 
International among them ? 
The selection panel which 
meets once in four weeks to 
choose “The photograph of the 
month” believes that it would, 
could, will do and has done— 
because their unanimous choice, 
this month, is the admirable illus- 
tration which has just appeared 
in the first of a new S. T. Gar- 


Advertising 


the first issue of 
each month ADVERTISER'S 
Weekty is publishing an 
outstanding commercial 
photograph chosen by a 
selection panel comprising 
a nominee of the Institute 
of British Photographers, 
the Editor of ADVERTISER'S 
WeEKLY and John Heron. 
Photographs should be sent 
to the Editor and the test of 
eligibility is simply this . . . 
is the photograph selling 
something ? 


land series for the Brush Group 
Ltd., an associated partnership 
of companies which includes 
Brush Electrical Engineering Co., 
Ltd., Mirrlees Bickerton & Day 
Ltd., J. H. McLaren Ltd., the 


@ Continued on page 462 


How to be 
believable 


By JOHN HERON 


HE largest ever made 
from a_ colour trans- 
parency—that is the claim of 
Tide for the Young & Rubicam 
48-sheet poster “I've tried the 
lot— Tide washes cleanest’ 
currently adorning the hoard- 
ings. The photography is the 
joint work of Shaw Wildman, 
one of whose shots for the 
EDA campaign recently won 
the ADVERTISER'S WEEKLY 
Photograph of the month 
award, and Neil Nimmo. 

Comments A. F. Harrison of 
Young & Rubicam: “We in this 
agency are firm believers that 
imaginative thinking on details 
and acquiring the co-operation 
of the best people, will produce a 
job of high quality. We went to 
great lengths in preparing these 
details, in selecting a model, 
working very closely with Shaw 
Wildman and Neil Nimmo to get 
the very best colour photograph 
we could. We followed this up 
by working in the same way wit 
the printers, to get the very best 
result.” 


Particularly happy choice 


Apart from the obviously high 
technical quality necessary in a 
colour transparency intended to 
“blow-up” to 48-sheet size, even 
the most casual observer must be 
struck by the particularly happy 
choice of model. 

What are the qualities that 
make this woman so believable? 

Here, first of all, is a 
thoroughly ood character 
actress. For all I know, she may 
indeed have been a from 
the stage—but equally (and this 
is the important point) she might 
just as well have been picked 
straight from the house next door 
but one, when she was exchang- 
ing Monday morning pleasantries 
with my _ neighbour's’ wife, 
engaged on a similar task... . 

Secondly, she has a merry 
expression that “registers”—but 
entirely without the look of the 
accustomed professional model. 
The un-retouched photograph 
has rendered all those character- 
building details (the sort of 
details to which Harrison attri- 
butes the success of the whole) 
of slightly wind-blown hair— 
little age puckers that lift the 
woman out of the glamour-puss 
class—slight un-evenness of teeth 
which is common to so many of 


@ Continued on page 462 
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OL PP. Finis all the bells 


in another PHOTOGRAPH - OF - THE- MONTH 


Advertiser’s Weekly 
again hands its 
photograph - of - the - 
month bouquet to a 
picture made on Ilford 
HP3 for the Electrical 
Development Associ- 
ation. This brilliant 
example of co-operation 
between photographer 
Shaw Wildman and art 
director Stuart Wynn- 
Jones of Mather and 
Crowther received 
special mention for its 
naturalness. And no 
wonder, because this 
type of subject, filled 
with sparkle and 
spontaneity, is always 
a natural for HP3. 

In fact, whenever a 
photograph really sets 
the bells ringing, it is 
more than likely that 
it was made on HP3. 


= ae ks 


ILFORD ctiMITED *« ILFORD * LONDON 


Trade Showroom: 106/107 High Holborn, 
London, W.C.1 Telephone: HOLborn 3401 
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ADVERTISER'S WEEKLY 


Does it WHISPER? 


aS 


' | Doesit SHOUT? | 


a -_ 4 


Does it cajole? 


————————— 


Whatever tone of voice 


fs a a 


your copy speaks in, 


there’s sure to be a 


e. 

| ‘Monotype’ type face 

* to interpret it perfectly. 
% 

MONOTYPE REGISTERED TRADE MARK OF 


THE MONOTYPE CORPORATION LTD 
Reg. Office: 55-56 Lincolns Inn Fields, London, w.c.2 
Head Office and Works: Salfords, Redhill, Surrey 


THIS 18 ‘MONOTYPE’ 
BEMBO AND BOLD 


i : 

: influéntial oie 
ve A.B.C. NET SALES 

4 118,580 


Associated Kent Newspapers Ltd. 


LONDON: E.W. PLAYER LTD., 30, FLEET ST. ECA. 


MFANTSIMAN PRESS LTD. COMPANY REGISTRATION 
Printers, » Pulao, og et lan Rebiohion and Aiied Peedecions 
Seek contacts with Manufac bee eBligetson tree particulary giadty 
turers desirous of trading in ra actin, Ph 
is the Gold Coast Cuaes cesta Gember To. 
P.O. Box 34, CAPE COAST, Gold Coast = Re Se aa 


e PHOTOGRAPHY IN ADVERTISING—Con. 
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facts about washing days. 


us—a suspicion of double chin 
that she could not care less about 
—and (perhaps most telling of 
all) good, honest toil hands 
which, though they are shapely 
enough, are quite obviously no 
strangers to the wash-tub, the 
washing-up bowl, the carpet 
brush and the soap and pail. 
This was not so much brilliant 
casting as good old Yorkshire 
common _ sense. The poster 
deserves to succeed because its 
planners got down realistically 
to the task of trying to talk to 
the mass market in the language 
that the mass market itself talks. 


* 


ALK of posters reminds me 
of another grand job of 
photography for which Picture 
Post have been responsible. I 
refer to the Lone Eye double 
crown posters which attracted 
much attention on London's 
Underground stations (and, for 
all I know, elsewhere). Here 
was a great bit of imaginative 
thinking. 

The ett of Picture Post is 


This picture, used in a Tide poster, faithfully includes the honest 
There is no out-of-place glamour. 


Pictu 


Imaginative thinking went 
this piece of work. 


into 


entirely to the eye; it is that 
organ through which all the 
delectations that Post has to offei 
must reach us. 


* PHOTOGRAPH | OF THE MONTH—Continued 


National Gas and Oil Engine 
Co., Ltd., and Petters Ltd. 
Rather heavy-goin 
some of these—and rather heavy- 
going trades. There is in them 
no suggestion of the light touch 
-of imagination and delicacy of 
treatment. Yet how splendidiy 
the S. T. Garland Advertising 
Service has risen to the occasion, 
endowing a difficult prosaic 
advertising subject with far-from- 

prosaic creative conception. 

The market to which this 
advertisement is addressed is got 
the easiest to sway. 

So, said Garland art director 
Christopher Greaves and his 
creative collaborators, let us get 
_ away from preconceived 

eas of what a technical-type 
i ieapeieament should look like, 
and let us see whether there is 
something which will touch a 
chord in those somewhat tough 
bosoms. And noticing that how- 
ever top-level a man might be, 
his Achilles hee! is often a ten- 
dency to show-off where matters 
affecting his son are concerned, 


names, 


Greaves plumped for a “boy.” 

American-born photographer 
Robert Greene, a young man of 
all-round technique and  co- 
operative spirit, was called in to 
catch the freshness and spon- 
taneity called for in this tech- 
nique. 

Greene was briefed: No tricks. 
A straightforward shot in a 
natural background—a picture 
which could have been taken by 
almost anybody (with the creative 
aptitude and technical know- 
how !) of almost anybody's boy. 

Of course, the trick is in the 
ability to make what is actually 
a very carefully planned shot 
appear impromptu. One feels 
that Christopher Greaves and 
Robert Greene have set them- 
selves a standard which it may 
well be difficult to maintain. 

If it is maintained, there might 
be another “Photograph of the 
Month” emerging from their 
series ! 

Robert Greene photographs in 
conjunction with Leslie Collier & 
Partners. 
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To advertise his services, Kenneth Bromfield, commercial artist, 4s 
widely circalarising a leaflet folded in three. Above is the inside 
spread. Design of symbols, letters. numbers and the copy have been 


prepared by Bromfield. The leaflet is being direct mailed to business 


firms and advertising agencies. 


Silk sereen 
travel ads 


Two transport undertakings 
are using the silk screen 
method to produce particu- 
larly effective posters to adver- 
tise their services. 

An interesting example of the 
combination of cellulose and oil- 
bound colours is provided by the 
poster for South Midland Motor 
Services Ltd., and Thames Valley 
Traction Co., Ltd. by Planet 
Displays Ltd. Designed by 
Derrick Sayer the printing was 
in seven colours. For the Bristol 
Tramways & Carriage Co., Ltd., 
four colours were used by Planet 
Displays Ltd., from a design by 
Jacques and a scraper board 
drawing by Antony Lake. 


the Cotswolds 
and the Mendips 


by Bristol Tramways — 
sas ,ene eatene £8 cov 7 WER comeers ervmes 62 comer 


Excellent reproduction of a scraper board drawing has been obtained. 


Guide to photographic equipment 


Ss.. (cloth bound, 7s. 


ME than 80 pages of this 
comprehensive volume are 
devoted to editorial reviews of 
new photogra ” apparatus and 
materials and form a valuable 
guide to the buyer at home and 
overseas. 

A number of new methods and 


techniques along with items of 
Yo ge interest published during 
past year are recorded. 

An exclusive feature of the 
formulae section, enlarged this 
year by more than 20 pages, is 
the complete list of sensitive 
materials for still colour photo- 
ia ao norma, with addi- 


British Journal 
of Bes. 


Seven colours were used in this 
poster. 
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ADVERTISER'S WEEKLY 


HELEN JARDINE 
ARTISTS LTD 


Minerva House, 36 Wellington St., W.C.2 Temple Bar 6720 


—_ 


ONE HR BOF BIebe 


COLYER & SOUTHEY LTO 
O-@ 1008s Covel CusB TOR tT Ete 


R. P. GOSSOP LTD. 
@ Artists’ Agents @ 


36, CARTER LANE, E.C.4 
CENTRAL 6950 
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Stationery 
trade fair 


ITHIN one month of the 

issue of the forms of 
application, a large proportion of 
the space available had been 
booked for the Stationery Trade 
Fair, which is to be held at 
Harrogate from February 7 to 11 
next, 

Sponsored by the Stationers’ 
Association of Great Britain and 
Ireland, the publicity campaign 
for this event promises to attract 
many overseas as well as home 
buyers. 

A special feature which is 
planned is a section for office 
equipment and commercial 
stationery manufacturers who 
supply through the trade. It is 

t that this will have a special 
appeal to office equipment 
dealers and retail stationers, for 
this is an important and develop 
ing side of the industry. 


Growth of exports 


At a recent council luncheon 
of the association, the Rt. Hon 
John Boyd - Carpenter, then 
Financial Secretary to the Trea- 
sury, commented favourably on 
the growth of office equipment 
exports, and it is expected that 
this fair will give a fillip to its 
further development. 

Other sections which are 
planned are for writing instru- 
ments, personal and general 
stationery, diaries, greeting cards, 
table and household stationery, 
etc., with a view to having the 
fair comprehensive and repre- 
sentative. 

Organised on the stockroom 
principle, buyers will have the 
advantage of being able to see 
the exhibition in the comfort of 
well-appointed hotels, all adja- 
cent to one another. 


HIS Ever Ready display is 

complete as it stands. 
Incorporated into the unit is 
a dummy Batrymax carton, 
mounted on board with a lock 

rudder strut at the back. 


BERTA STUDIOS LTD. 
27 Heddon Street, W.1. MAY 3449 


LONDON’S PREMIER 
WEST END 
DISPLAY COMPANY 


x *k * 
3-D DISPLAY TREATMENT 
A SPECIALITY 


J WATSON (onoonif2 


BASSEIN HOUSE 


CRAFTSMEN BUILT 
EXHIBITION 
STANDS 


I. DIGBY'S 


. FLEET ROAD. HAMPSTEAD, N.W.3. GUL.3318 


Se ot 


. Phone: CHISWICK 6060 | 


EXHIBITION & PHOTOGRAPHIC 
SERVICE CALL 


Replicards Ltd. 


ARC 1178-3469 


DESIGN 

DISPLAY 

EXHIBITION 

SILK-SCREEN 

PHOTOGRAPHY 
ALL THE ABOVE 


SERVICES ARE CARRIED | 
OUT IN OUR OWN WORKS 


CLIENTS ARE INVITED TO INSPECT 
407-409 HORNSEY ROAD, N.19 


COOK’S 
DISPLAY 
PRODUCTIONS 
LIMITED 


Exhibition Contractors 
Display Producers 
Sign Manufacturers 
Caer Publicity 

Contractors 

Designers 
a Photo Re uctions 
or Bleck and 

White 
124 LADBROKE GROYE, W.10 
Telephone: PARk 8652-3-4 
and at: 17 Rue Joseph-de- 
Maistre, Paris, 18 


DISPLAD LTD. 


CASTLEFIELDS 


MANCHESTER 15 


Pioneers of Display 


LONDON ART SERVICE 


PHOTOCARAPHIC LTO 


WC? 
COMMERCIALL ADVERTISING 
PHOTOGRAPHERS 


Photographic 


ANY | 
SIZE 


Prints| si 


Write or Phone | QUANTITY 


pleatowenel.:* 
otowo pa 
—& LILYWHITE ove. 


Yorkshire. Phone: 
73 BAKER STREET, Sanepane Ws wa 
Phone: WELbeck 0938-9 


COLORGRAPH 
STUDIOS (LONDON) LTD. 


Satay cele, 
—— Point of Sale, 
etc. 
om 
COLOR LIBRARY 


Includes Studio and Location 
Glamour shots, both in 5 x 4 
transparencies and Color Prints 

are suit for addi- 
tional Art work or Layouts. 


8 BREAMS BUILDINGS 
£C.4 


CHAncery 3416 


AC.KWARE service includes 
an extensive library of Colour 
and Monochrome pictures 


ACK.WARE (Act pass) LTD. 
28, Basinghall St. Londen, £.C.2 


YOU ARE CORDIALLY 
INVITED TO SEE BOTH 


Tel: RODNEY 5811/2 


Specialists in Photographic 
Printing Processes for 
Advertising, Disp! 

and Exhibition 


S. MOORE & CO. 
SIGNWRITERS 


Specialists in typeface lettering. Wood 

letters cut to designers’ requirements. 

35, Goodge Street, London, W.1 
Tel.: LAN 4034 
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PLASTIC{ DISPLAY UNITS 


woess 4&4 AYCKSOURN 
14 CLERKEMWELE GREER, £.C.1 
GE 6474 tt ove 40 yen 


TO ALL OUR CLIENTS, 
KINDLY NOTE WE HAVE 
MOVED TO LARGER 
PREMISES AT :— 
26 CHARING CROSS ROAD, 
LONDON, W.C.2 
Phone : TEMple Bar 0397 


\ y, 


@ CONVEX LTD. 
CUT-OUT, EMBOSSED 
COLOURED, SILK SCREENED 
CELLULOID PRINTING 


41 BRECKNOCK ROAD, N.7, 
PHONE GUL. 4877-2848 


_Cut-out Letters 


display 


lettering 


Jul » $.W.3. 
ORDER DEPT. 3 All Saints Road, W.11 
Tel. PARK 9431 


The Bracknell 


Press 
Bracknell, Berkshire 
Telephone: Bracknell 161 
LETTERPRESS PRINTERS 
AND LITHOGRAPHERS 


MODERN EQUIPMENT ; 


LONG RUNS A SPECIALITY 
PROMPT SERVICE 


VAN DELIVERY LONDON 
AND HOME COUNTIES 


Publicity World Service 


HUN ter 0785 


79'81 WIGMORE STREET, W.1 


TOON ABT AGENCY 112 


representing 
FREE LANCE ARTISTS 


( FURMIVAL STREET, LONDON, £.C.4 
WOLbern 884! CHAncery 3608 


THE CABLE PRESS 


PROVIDES 
a first-class printing 
service for production 
of 


CATALOGUES 
BROCHURES 
HOUSE JOURNALS 
SYSTEM FORMS 
FOLDERS & LEAFLETS 


The Cable Printing & Publishing 
@BOUGHTY &T., W.C.1. HOLT" 


WHEN YOUR SALES 
NEED A LIFT— 
THINK OF CRANE’S. 


CRANE AUTOMATIC CO., LTD., 
Makers of + hata ners mag nl 


Hong Kong W 
| Wembley, Middx. Wembley 78/770 | 


SCOTLAND'S FINEST DESIGNING 
AND PHOTO-ENGRAVING SERVICE 


SCOTTISH STUDIOS 
AND ENGRAVERS LTD 
CL AsCOW 


OVERIEN HOUSE  CLYOE ST 
cry as “OUSHEN GLASGOW 


MAY WE QUOTE you FOR 
4, 


| KAYEBON PRESS LIMITED 


PRINCESS HOUSE 
105 PRINCESS ST 


SMH 


53 Doughty Street, W.C.1 


Put 
SAF 


our artwork in 
HANDS... 


We are artists at our job and 

our job is to satisfy you. 

Phone or write for representative — 
FORUM ART SERVICE LTp 


144 SOUTHAMPTON ROW, London WC! 
Telephone: TERminus 2201 - 2202 


ak 


ARE NOW AT 
118 PARK ST. W.! 


Telephone 
MAYFAIR 4316 & 5530 
The Complete 


STUDIO SERVICE 
Served by 
INDIVIDUAL ARTISTS 


ADVERTISER'S WEEKLY 


NEW COMPANIES 


Theatre Presentations, Led., 21 
Soho Square, l. Advertising its, 
consultants and contractors; display 
specialists and photographers. Nominal 
capital : £100. Directors : BE. A. Spratling 
and T. A. Williams 
Sales Consultants, Lad. To take over 
business carried on as Sales Promotion 
(Leicester) by Arthar L 
inal capital / 
L. Jackson and G 


relations cor ? 
£100 Directors 8. ¢ 


Simon. 81 
Higher Drive, Banstead, rrr Betty M 


Howard, D. §. Davis and J. P. Anderson 
Stitch Publishing Co., Lad., 156 Strand, 
W.C.2. Nominal capital : £2. 000. Direc- 
tors: A. Meltzer and 8S. Levene 
Home Free Gift Co., Lad., 141 Staines 
Road, Hounslow, Middx. Selling or 
giving special stamps Of coupons to 
advertise the sale of commodities and to 
organise free gift schemes ominal 
capital; £200. Directors: 1, Moss, D 
Levine, H. H. Moss and BE. Moss 
O’Sheas Led. 
ay capital £100 Directors 
F. B. O'Shea and Elizabeth O'Shea 
~R Vale 


£100.’ Directors: J. Darwin and Mrs. 
Cc. J. Darwin 

Advance Direct Mail Service Lid., 
12 St. Andrews Road, N.W.1!. Nominal 
capital : £100. Directors ; W. Peterman, 
Gwendoline C. Peterman and Freda 
Russell 

Pitcairn Press Lad., 37 St. Swithins 
Road, Bournemouth To take over 
business of printers and stationers carried 
on at Bournemouth as “The Pitcairn 


Press.’ Nominal capital; £2,500. 
eng P. W. Mosley aad H. H 
hite 


Ellice Howe Ltd., 46/47 Cha 
W.C.2. Consultants for pubiieky, ~ 
public relations, for the printing and 
allied industries. Nominal capital : £100 
Subscribers : G. C. Scannell and A, EB 


Smith 

Athene Ady aod A | Ser- 
view Lad,, Athene House, reet, 
Hereford. Nominal capital ; Paws 

ectors: J. C. C and A. A. 
Yardley. 

Ww News Company 
(1954) Lad., printers, publishers and dis- 
twibutors of newspapers Nominal 
capital: £2,500. Subseribers: F. G. 


Brown, Pentire, Ullswater Crescent, 
S.W.15, and Mabel C, Collingridge. 
Resorts Lid., publicity agents for 
health and pleasure resorts and holiday 
centres ; theatre, cinema and ballroom 
oprietors. Nominal capital: £1,500. 
rectors: H. Blue, 18 Charing Cross 
Road, W.C.2, and FP. C. Gratton. 
Lad,, 91 Regent 
shers and proprietors 


F. C. Dowl- 


velo 
Publi 
- and 


FP ditorial 
Street, W.1 
of come 
capital Directors : 
ing and re “s: Witton 

Aldous Hall Publicity Lad., 66 Red 
Lion Street, Holborn, W.C.1. Adver- 
tising and 4 [oe agents, Nominal 
capital Directors; FP. R, Hail, 
D.P isan and Kathleen B. Hall 

Robert Fabien Léd., 
House, 2/5 Old Bond Street, W.1. To 
promote entertainments, ures 
exhibitions Nominal capital : 
Director : R. H. Fabian, 

(The 


WILLS 


James Leste Hanwoop, of 33 —_ 
loe Street, ington, & 
director of London Press wy 
left £44,781 Ss. 8d. gross, £44,184 Os 
net value. (Duty paid £12,450.) 
Acarear Esenezen Wann, of The Oaks, 
Tadworth, Surrey, chairman of Croydon 
Advertiser Lid., left £38,700 10s. 44 
gross, £37,045 19s, 6d. net value. (Duty 


paid £8,908.) 

Lioness, Gronor Dutims, of Grand 
Avenue Court Hotel, 2 Grand Avenue, 
Hove, Sussex, for many years classified 
advertisement mager of The Times, 


ma 
left £6,954 iis, 3d. gross, £6,307 Bs. 34 
net, 

Josuua Joun Baxen, of The Rosary, 
Green Lane, Leominster, Herefordshire, 
formerly for over 46 vere manager of 
Co., Ltd., left 
£9,229 16s. net. 


Prinung 
£9,276 15s. 6d. grow, 
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> Sign, Display and Outdoor 
Publicity Contractors 


Multiple Display Units 
FROST & WARD | 


| 17 Chiltern Street, London, W.! 
Telephone: WEL 3563 


SHOWCARDS : POSTERS 
_ CUT-OUTS + DISPLAYS 


SCREEN PRINTING 
lA tities 
on any neler 


FOR QUALITY 


SILK- SCREEN PRINTING 
AND PROMPT DELIVERY 


57 BAYHAM PLACE ny 
SHOWCARDS POSTERS 


WINDOW BULLS + CUT-OUTS ex 


R. FOSTER & CO. 
(Display) Ltd. 
STILL ANOTHER EXTENSION ! ! 
in order to cope more efficiently 
with the ever-increasing 
upon our services for . . 


POINT-of-SALE 
PAINT TRANSFERS! 


‘we have acquired an additional 
factory with some 5,000 feet of 
floor space. This is now fully 
equipped and staffed and as an 
addition to our present commodious 
premises (which will now be used 
exclusively for ceramic screen print- 
ings) will enable us to produce even 
more fluently and economically than 
in the past. 


R. FOSTER & CO. 
(Screenprint) Ltd. 
fAling 2924 EAlLing 2620 


PUBLICITY » LTD 


GERRARD 81236 


= SHOWCARDS — 
S Posters vispiars = 


= screen Printinc — 
= weuee = 


—— -_ 


= 3-STAR SERVICE = 
— QUALITY: SPEED-towcost = 


149, WARDOUR STREET. LONDON, WI! 


| BLICITY. CE 


Olley & Rowley 
Limited 


% The Big Name 
in Screen Process 
Printing 


SHOWCARDS - POSTERS 
BOOK COVERS - CUTOUTS 
CATALOGUE COVERS 
MULTIPLE DISPLAYS 


Producers of the famous 
“ transfers 


“OLRO 
) ey 7 tay. 4 DP. 
Award 1952-1953, lst Award. 
Nerwood 


Read, 
Tetephone 


Buildings, 
Walthamstow, £E.17 
LARkeweed 3761 


for your advertisirg 
ans, your repre- , 
sentatives, your  con- 
ference Culegeeas’ long service awards and 
numerous of 
then get in touch with US, the badge experts. 
The minimum quantity we will undertake! is 
badge—there is no maximum. 
Semples and Prices sent on request 


Bhieneo fRlooen 


AND SON LIMITED 
55 HATTON GARDEN, LONDON, 
Fws Tel.: HOL 0139 


E.C.! 


GOLD 5 BLOCKING 


(PENS, per ooam. an 
PROMPT SERVICE 
TO THE TRADE 
AD-S STAMPING LTD. 
148 SHOOTERS HILL RD., LONDON, S.E.3 
GREENWICH 3688 


Advtg. Pencils 
and all types of 


Advertising Gifts 


Send us your enquiries. Let us suggest gifts 


ANGLO FANCY PRODUCTS LTD 


266, Belsize Road, NW 
Telephone, MA! 0667 (3 lines)’ 


CONVEX LTD. 
FOR 


PLASTIC RULERS 
SCALES, CALENDARS AND 
PLASTIC NOVELTIES 
41 BRECKNOCK ROAD, N.7 


SUPPLIES 
GEORGE HALL’S 
of course! 


GEORGE HALL (Sales) LTD. 
1M Wellington Road, South, 
Stockport. Tel. STO 3375 


PHONE: GUL. 4877-2848 


* 
her child, 


your 
sales-booster ? 


Could be. “Gartex” Advertising 
Balloons float in the best buying 
circles ... informing ...reminding 

_ selling, all their long, long life. 
“Gartex" are printed to sell 
your product. For detalis, write: 


Rubber Coy Lk 124 18 


* pe oe sW19. UB. oneies 


re 


4 


Mutchinson’s 


TWENTIETH 
CENTURY 


ENCYCLOPAEDIA 


a constant source 


of knowledge 
1,000 illus. 30s. 


DESPATCHING 
SHOWCARDS? 


We pack and despatch 
Showcards — Displays, etc. 


SON & WATTS LTD. 
TW $T., LONDON, E.C.2 


mONerch 7408 (chree tines) 
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Public Relations 


Transatlantic Campbells 


fly in for 


“TTYHE Campbells are com- 

ing,” and everybody is 
piling on the band wagon... . 
It all began when the Duke of 
Argyll invited members of 
the Clan Campbell resident in 
the United States to a clan 
gathering at Inverary early 
this month. 

He appointed Trans World 
Airlines to fly the kilted Ameri- 
cans to this country and the 
company’s energetic press de- 
partment is taking care that the 
trip does not go unnoticed. It 
can hardly be by chance that the 
Campbell Clan plane, which 
lands at London Airport on 
Sunday, will be piloted by 
Captain Harry Campbell, a 
TWA veteran. 


Hood of tartan 


Once on British soil the fun 
will really begin. Guy Preston, 
TWA's public relations man- 


ager for the United Kingdom, 
states : “The party will proceed 
in convoy by road to Scotland 
and a 


procession of black 


gathering 


Daimler hire cars will be headed 
by an ivory Zephyr Convertible, 
with a hood made of Campbell 
tartan material, which will con- 
vey Captain Campbell and the 
TWA officials on a tour of 
Scotland. 

“The tartan on the outside of 
the car will be the day tartan of 
the Campbell Clan; inside, the 
upholstery will be covered with 
the more resplendent dress 
tartan.” 

The tartan has been made and 
supplied by Alexanders of Edin- 
burgh, who are also arranging 
for a motor horn to be fitted to 
the Zephyr, which will blare 
forth the notes of the first bar 
of “The Campbells Are Com- 
ing, Hurrah, Hurrah.” 

Bagpipe and haggis day at the 
chieftain’s highland castle is 
Saturday, September 11. 


A 


PRESS luncheon at the 

Dorchester Hotel, given by 
Stevenson's Dyers Ltd., has 
drawn praise from the Hosiery 
Trade Journal. In their August 
issue they write: 


ADVERTISER'S WEEKLY 


Crowds packed into the North Western Gas Board's exhibit to watch 
Blackpool rock being made—by gas. 


“The innovation of luncheon 
at individual tables, seating four 
or five at the most, with a tech- 
nical representative of the com- 
pany to give first-hand informa- 
tion and answer supplementary 
questions, was well worth while. 

“Would that some other 
organisers in the future would 
consider this method of approach. 
It ensures that the press are able 
to have their questions answered 
by a competent authority, and 
means that one representative is 
thus ‘ear-marked’ to a _ small 
number of press representatives.” 

The luncheon in question was 
organised by Brewster Owen and 
Co., Ltd., in conjunction with 


sewem from three 


Yes ! — seven fluorescent hues can be obtained 
With only three printings (or fifteen hues 
with four printings !) when you use Fluocolours. 
Fluorink (matt) — available in 15 hues or 
Fluocoat (glossy) available in 7 hues are ‘ musts ’ 
for anyone requiring the finest value in fluorescence 
“DEALER AIDS: Glossy Fluocoat is invaluable for this 


medium—no varnishing required, does not show finger marks 
and is easily cleaned with a damp sponge. 


Write now for further particulars to : 


Everetts Advertising Ltd. who 
handle the Stevenson account. 
7 * 
HAT could be more appro- 
riate to feature at the 
Royal Lancashire Show at Black- 
| than Blackpool rock ? The 
orth Western Gas Board chose 
this famous seaside confection to 
add flavour to their exhibit. In 
a small marquee they gave a non- 
stop demonstration of how gas 
helps to manufacture the product. 
In another marquee were 
demonstrations of more conven- 
tional cooking procedures while 
in a larger establishment the 
accent was on “live” displays of 
gas and coke-fired appliances. 
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CONFERENCE AT 
MONTE CARLO 


BDELEGATE to an international 
film convention is Kenneth 8, Allen. 
This convention has been organised 
by Associated British-Pathe Ltd., of 
which he is 
publicity man- 
ager, and Al- 
© lied Artists of 
| America. In 
addition to 
delegates from 
Great Britain 
and the 
USA, dis- 
tributors from 
every Euro- 
pean count 
will attend. 
The delegates 
will be centred 
at the Hotel 
Metropole, 
Monte Carlo (not a bad place to be 
centred at, | imagine!), and will dis- 
cuss sales policy and the increased 
distribution of the two companies’ 
films. 

Mr. Allen, who returns to War- 
dour Street after three years in the 
provinces, was for some years head 
of the editorial department of the 
Gaumont-British Picture Corpora- 
tion. He is also the author of 
several books, one of which, The 
oe Screen, was a juvenile best 
selier 


Nor being too much of a gentle- 
man, I don't necessarily prefer 
blondes. On the other hand, | cer 
tainly don't object to them, par- 
ticularly when they are good- 
looking enough to win a competi- 
tion for “Britain's most beautiful 
blonde.” So I was sorry I was not 
able to accept the invitation of Vera 
Clarke, of the public — 
department of G. S. ome Lid., 
meet Stephanie Howell, a ar 
| nape picked by Norman 

Wisdom as winner of the contest 
sponsored by Hiltone, after local 
competitions had been held by 
cinemas where “Gentlemen Prefer 
Blondes” has been showing. 

* 7 


AN INTERESTING 

“reader ad” is 

Discovering Thanet in Pictures, 
a two-shillin booklet drawn and 
written by 5 Huddlestone. Flick- 
ing over the pages, one can learn 
a great many facts of historical, 
social, or personal interest about the 
towns and villages in Thanet, and in 
doing so one will probably not 
realise that two of the pages— 
exactly similar in style and appear- 
ance to the others—are actually 
advertisements for firms of brewers 
and grocers respectively. 

Mr. Huddlestone was in advertis- 
ing business for many years in Kent, 
and was for ten years chairman of 
Ramsgate Corporation publicity 
committee. 


ok ADVERTISING MANAGER'S CORNER | 


The Winning Line 


The finest pool that any advertising manager can 
invest in is the pooled experience of the experts 
who run the Harris organisation. They know all 
the permutations of shapes and colours that go 
to make an attractive counter or window display 


or an eye-compelling pack. So if you want a line 
of display advertising that is sure to go on winning 
right through the season, remember the Harris 
team always scores the most points and Harris 
quality pays handsome dividends week after week. 


distinctive showcards, 


clever cut-outs by 


HARRIS 


THE FIRM WITH EXPERIENCE 


HARRIS ADVERTISING LIMITED, 29-30, KINGLY STREET, LONDON, W.! 
Tel.: REGent, 3295/6/7 


A part of the personnel of Nevin D. 
Hirst (Advertising) Ltd., preparing 
to oer on their annual outing. 


| SOLD PIGS To 
| SIR WINSTON 
| 


Sir Winston Churchill has 
decided to build up a pedigree 
Landrace breed of pigs. 

He has purchased his founda- 
tion stock, a boar and three 
gilts, from Patrick Dolan, man- 
aging director of Dolan, Davis, 

hitcombe & Stewart Ltd., who 
farms at Much Hadham, Hert- 
fordshire. 

The Landrace is a Swedish pig 
and Mr. Dolan was one of the 
first to introduce it into this 
country. 

The purchase was arranged 
over luncheon at Chartwell. 


First in the PR 
field ? 


EBELIEVED to be Ireland's only 
woman public relations consultant, 
Mrs. Peggy Rushton had a special 
interest in the Emerald Canned 

P ne ° S ucts 


Family’ nd 

test which she 

staged at 

Butlin’s Mos- 

ney Holiday 

Camp last 

week-end as 

she is the 

mother of two 

children. But 

she finds that 

a family and 

f a career can 

be managed— 

if you have 

poe. She 

is now handling public relations in 

Ireland for several companies, in- 

cluding the Great Northern Brewery 

(Dundalk), W. & A. Gilbey Ltd., the 

Newbrid Cutlery Company and 

one of the Masser Group of com- 
panies. 

Before taking up public relations 
work she was with an Irish publish- 
ing firm. Her husband, Desmond 
Vv. Rushton, is an artist and has 
executed a number of murals in 
Dublin. 


Any challengers ? 


Fou R hundred miles distance 
docs not prevent H. 

encral manager for Scotland of 
fohn Swain & Son, Ltd., from being 
a member of both the Ficet Street 
Column Club and The Aldwych 
Club. Can anybody fine this 
position in Scotland, | wonder? 


titi ii oe 
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“Bob the Binder,” who appears in 
the advertisement of the Grange 
Fibre Co., Leicester, makers of a 
book- binding fabric, opens the new 
bar at the National Book League, 

Albemarle Street. 


Design is her 
hobby 


ALTHOUGH not an industrial 
designer, Anne Harries has for 
many years made a hobby of design- 
ing exhibition stands for her hus- 
band, William Harries, chairman of 
Regentone Radio & Television Ltd. 
Both the Regentone stands at this 
year’s Radio Show have been 
designed by Mrs. Harries. 

She feels that the stands at the 
Radio Show should not only con- 
form to the basic principles of an 
exhibition promotion, but should 
also convey an idea of the appro- 
priate domestic surroundin - 
the sets on display. 
believes, a woman dealgnee 4° 
particularly able to do. 


CONTACT 
WEEK'S WISECRACK 


~ 


“I want my ad on the 
‘Mainly Parsonal’ page in 
‘Church Illustrated’ ” 
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B.M.C. Publications 


British Motor Corporation Ltd. 


Have a combined circulation of over 


100,000 
MOTORISTS 


AUSTIN MAGAZINE, MOTORING,—Both published Ist of each month. 


AUSTIN LOG BOOK & DIARY * NUFFIELD MOTORING DIARY * TRANSPORT EFFICIENCY—("Yehicie won, 


Vehicle users 


Do not omit these publications 
when planning your campaign 
for the Motoring World 


> 4 You will find them to be a most economical 
media for reaching this valuable Market 


For further particulars, specimen 
copies, and rate cards, apply to 


Austin Motor Company Ltd., Motoring, 

Magazine Department, The Nuffield Organisation, 
84, The Promenade, Cowley, 

CHELTENHAM, OXFORD, 

Phone CHELTENHAM 52733 Phone OXFORD 77777 
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Publications News and Notes 


Over 40,000 entries for ‘Pictorial’ 


children’s art show 
Comprisin 383 


paintings, 
carvings, and mosaics by children 
from five to 17 years old, the 
Sunday Pictorial’s seventh 
National Exhibition of Children’s 
Art will be open to the public 
at the Royal Institute Galleries, 
Piccadilly, on Saturday. It. will 
last unti ‘September 29, 

There was an entry of over 
40,000 from schools and homes 
all over Britain and it is expected 
that the attendance will exceed 
last year's figure of over 125,000. 

For the first time the major 
award has been won outright by 
a boy. The £250 art training 
award has been given to John 
Brooke, of Epsom and Ewell 
School of Art. 

After the London showing the 
entire exhibition will be taken on 
tour to Birkenhead, Bradford, 
Coventry, Ipswich, Glasgow and 
Brighton. Earlier exhibitions 
have visited 25 of Britain's major 
cities and towns. Part of last 
year’s exhibition has been sent 
to Ontario, Canada. 

oa ” * 

The January, 1955, issue of 
Packaging will be devoted to a pre- 
view and guide to the exhibitors at 
the Packaging Exhibition, which 
opens on January 18. 


A 27 issue of Furnishing 
w ran to 108 pages containing 
a special High Wycombe section, 
which carried 37 pages of advertise- 
ments. The total advertising was 
80 pages. To-morrow's (Friday's) 
issue will also have 108 pages con- 
rg Scottish supplement carry- 
ing pages of advertising, the 
total advertising in this issue being 
also 80 pages. 

* * ” 

Sports Gazette, the Sonntey 
night sports paper published 
The Northern Press Ltd., Sout 
Shields, celebrates its 50th birthday 
on Saturday. In charge is W. 
Bawden. 


Coming event 
A new monthly publication, Fate 
Magazine, is being launched in 
October by Press Books Ltd., who 
are associated with Man's World 


Publishing Co., Ltd. Full-page rate 
will be £20. The appeal will be 
mainly to middle-a readers of 


both sexes concerned about im- 
proving their health. 
+ oa * 

The autumn number of The Times 
British Colonies Review will be 
published next Tuesday, price 6d. 

* + * 


Next week's Woman will be an 
autumn fashion number and it will 
be extensively advertised in the 
national and provincial press. 


Those who know 
best about 
advertising 


ee 
Wass, Pritchard 
know best 
about printing* 


WASS, PRITCHARD « co. tro 


85 FENCHURCH STREET LONDON ECS3 Tel: ROYal 7141 


* Specialists in Print by Photo-Litho-Offset 


The October issue of Photoplay will 
have a front cover featuring Lae 
Turner. 

” * . 

IMustrated next week will have 
several “new and lively features.” 
It will be supported by extensive 
press and poster advertising. 

* * * 

Carpet Review is again sponsor- 
ing a window display competition. 
Over £200 in cash prizes will be 
awarded. The competition will be 
run in two groups: stores and shops 


employing full-time professional 
—. staff, and all other stores 
shops. 
” * o 


The joint Palestine Appeal, in the 
sponsoring of which the Jewish 
Geaeer plays an important part, is 
now approaching £1,250,000. Wil- 
liam Samuel & Co. (London) Ltd., 
the advertisement representatives, 
say that about 300 copies of this 
publication go abroad, not 3,000 as 
stated in our Survey of the Serious 
Press last week. The ABC figure for 
the Jewish Observer is 15,385, 


A good cause 


Everything from bedroom suites 
to shoe brushes have been provided 
by Birmingham furnishers for Mrs. 
Dorothy Betis’ new home. Mrs. 
Betts lost her husband and five of 
her seven children in a fire which 
destroyed her Small Heath, Bir- 
mingham, home. The Birmingham 
Evening Despatch started a Fire 


| Shilling Fund immediately after the 


tragedy and this fund has now, due 
to the generosity of 
readers, topped £3,600 
* + + 
ly specially enlarged issues of 
The Commonwealth Motor are to 
be produced to coincide with the 
Commercial Motor Transport Ex- 
hibition (September 24-October 2). 
+ * * 
The October issue of Design will 
contain a special supplement on 


| catalogues, reviewing some of the 


best catalogues in the exhibition 
“A Hundred Good Catalogues” 


| being held at the British Institute 


of Management from October 12-23 

under the joint auspices of the 

Council of Industrial Design and 

the British Federation of Master 

Printers. 
7 + ” 

A party in honour of Guy 
Mitchell, the American singing star, 
was given by Melody Maker at the 
Savoy Hotel, on Tuesday. 

* * * 


The Manchester Ev Chroni- 


} ening 
cle is paying 10s. 6d. for letters 
published from readers about their 
pet budgerigars. 


-" 
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7 * * 

Leslie B. Cort, managing director 
of Colman, Prentis an Varley 
Export Ltd., has returned from a 
four months’ visit to the CPV office 
in Caracas. On his way back he 
visited Canada and also spent some 
time at ad was, New P aoe 


The Public Works & Municipal 
Services Congress and Exhibition is 
to be held at ae eg 
15-20. Bonney vid Ltd. 
handling all press relations work rm 
behalf of the Exhibition organisers, 
the Municipal Agency Ltd. 


Getting ready 


The television section of G. Street 
& Co., Ltd., is making a series of 
ex commercial films based 
on client’s products. TV executive 
os ge Soames W. Beery. 


A series of io safety films pro- 
duced by the Regent Oil Co., 
are being shown every day this week 
on television. 

* * 

Robert Johnson is again making 
the publicity arrangements for the 
International Brotherhood of Magi- 
cians’ Convention at Brighton, 
September 15-19, when 800 wizards 
are expected from India, America, 
Austra »* and Europe. 

7 * 

Alfred , A Ltd. have taken 
new premises at 22, Woods Mews 
(off Park Lane), to house some of 
their departments, including their 
research and marketing section, 
which have outgrown their present 
accommodation at 93, Park (eae. 


Whiskers and ‘ Weskits’ 


Among advertising men present 
at a charity cricket match between 
the Handlebar Club and the Waist- 
coat Club on Sunday at Dulwich 
were: Roy Wykes (Conro Wykes), 
Mike Hortan (Mather & Cro 
Noel Henkel (Harpers foot 
Ronnie Stevens (Yorkshire Post), 
Denis Austen (F. Austen & 
Ltd.), and Martin Stevens (Rank 
Cuganieniond. 


rianne Allen plays the lead as the 
fead’of a big advertising agency. 


The pl of the Pll lun- 
cheon of the Solus Club, at the 
Hyde Park Hotel, has been changed 
to December 20. 


* * 

Among the international films to 
be shown at the London Congress 
of the International Confederation 
of Midwives, which opens on Mon- 
day, will be a film made by Sta 


Schofield, entitled “The  Briti 
Midwife” sponsored by Cow & 
Gate Lid. 

* * 


Tresises Drip Mat Company, 
manufacturers of point-of-sale pub- 
licity aids, have recently com 
negotiations on the Continent to 
acquire plant for the production of 
drip mats by an entirely new pro- 
cess. They expect to announce price 
reductions later this year, as soon 
as the new machinery is installed. 
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A 
good 


job 
well 
done... 


KINGSWAY PRESS 


LTD 


Kingsway House, Kingsway, London, W.C.2 Tel: Holborn 8082 
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ICHARRINGTONS Beers 


Toby will slowly 


come to life 


A new poster scheme has been 
launched for Charrington's beers 
greuanpes London and south-east 


En 
‘en campaign is the first Stage 
in a long term plan to ll ithe 
“Toby” trade mark to life 
traditional Toby is usual y re ae 
sented as a seated figure, a lo 
begin with the character will con- 
tinue to be seated. In the present 
scheme, illustrated above, he is seen 
at a table with friends. 
In due course the new scheme w 

beg extended to large bulletin a. 


number of half-page and 
tri column spaces have been 
booked for national Hoover Week 
to be held throughout the UK 
from October 2-9. The “week” 
will be combined with a national 
window display contest for 
Hoover dealers, for which prizes 
totalling hundreds of pounds will 
be awarded. 

The theme of the effort of the dealer 

blicity and sales campaign will 
“Use a Hoover product 
during National Hoover Week.” 

Many Hoover dealers will tie-in with 
co-operative advertising. 

Buses and outdoor sites throughout 
the country will be carrying 
Hoover posters. 

The window display contest will be 
divided into three classes—clec- 
tricity board showrooms, depart- 
mental stores and home furnishers 
and electrical contractors and 
ironmongers. Erwin Wasey & 
Co, Lid., are the agents. 


Now Peacock get 
Royal Desserts 


8S. C. Peacock Litd., who have 
been handling Royal Lemon Pic 
Filling for Standard Brands Lid., 
are now taking over the advertising 
for Royal Desserts and “other new 
products.” The Chase and Sanborn 
coffee and Royal Baking Powder 


Press support for Hoover Week 


Two new cigarettes 


Lambert & Butler Ltd. are launch- 
ing a new tipped cigarette— 
Matinée, It sells at 2s. 8d. for 20. 
Advertising is at present confined to 

London evening newspapers. 
London Press Exchange Lid. have 
been appointed to handle the 
account. 

Another tipped cigarette is being 
launched by the Ardath Tobacco 
Co. Lid. It is the Grosvenor tipped 
cigarette which is being marketed 
in London, Bournemouth, Seven- 
oaks, Tonbridge, Tunbridge Wells 
and Brighton. 

Kennerley Edwards and Asso- 
ciates, public relations consultants, 
have been appointed to handle press 
relations and special sales promo- 
tion efforts, and Townend-Smith & 
Hardy Ltd. the advertising. 
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‘Harlequin’ symbol 
for Philips ads 


Philips radio, television and 
record players will get their biggest 
ever advertising backing this 
winter. Large spaces are being 
booked in national newspapers and 
extensive spaces will also be taken 
in the provincial press. 

The advertisements will feature 
Harlequin, “ the traditional symbol 
of entertainment.” Erwin Wasey & 
Co., Ltd., are the agents. 


Shows for shoes 


A press relations campaign to 
make women more colour conscious 
in their footwear was launched last 
week by the Footwear Manufac- 
turers’ Federation, the Footwear 
Distributors’ Joint Council and the 
Leather Institute. 

The scheme is being handled by 

rial Services Ltd., who will 
holding press shows of coloured 
footwear and leather in various 
provincial cities at three weekly 
intervals. In each area they will 
conduct surveys among retailers. 


CURRENT ADVERTISING AT A GLANCE 


Accounts 
SUNSILK, new Gibbs shampoo, for 
Mather & Crowther Lid. National 
and trade press and women's 
magazines, 
FILL ERY electric domestic appli- 
ances, for Janus Lid. (Dublin). 
BRITISH MANUFACTURED 


START-RITE children's shoes, 
made by James Southall & Co., 
Lid., using national newspapers 
and magazines for campaign fea- 
turing children of famous stars 
(Hedley, Byrne & Co., Lid.). 

GOLDEN EAGLE knitting wool 
using women’s magazines and 
trade press (C. J. Lytle (Advertis- 


= nd for showeards and window bills. aecounts remain with the J. Walter BEARINGS CO. LTD. and ing), Ltd.). 
es, ytd reenlys Ltd. Co., Lad. associated companies, for John yRiSH LINEN using Radio Times, 
Benington Ltd. Home Chat, Home Notes and 
t aoe ~ MATINEE, new Lambert & Butler trade press for embroidery linens 
o cigarette, for London Press Ex- (London Press Exchange Lid.). 
€ change. — London evenings. @XENDALES, Manchester mail- 
‘ POLYCELL lulose paste for order house, extending to national 
Alfred Pemberton Lid. Using women's magazines for intensive 
4 London evenings and trade press. campaign from March to May 
ss (Kennerley Edwards & Associates next year (Pratt & Co. Ltd. 
Ltd. handling public relations.) (Manchester)). 
‘ SOCIETY for Pictorial Publicity vincial newspapers, trade press, 
7 Co., Ltd. Using press and out- local press and posters on buses 
door advertising. and outdoor sites for National 
ray COURSES and Client Engineer- Co., Ltd.). 
: ing Co. for Forbes Robertson OQOTWEAR press relations cam- 
(Advertising) Ltd. paign for women’s coloured 
ROYAL DESSERTS, made by leather shoes (Editorial Services 
tr Lid., for S. C. Ltd.). 
cacock Lid, | COMPOFLEX fiexible gas tubing 
GROSVENOR tipped cigarettes, running campaign in daily, even- 
; made by Ardath Tobacco Ltd., ing and weekly newspapers in 
— ge a account for North-West as a pilot scheme to 
neriey. $ a possible national campaign 
Edwards & Associates Ltd. and (Technical & General Advertising 
een er for Townend- td.). 
mith & Hardy Ltd. ‘ j 
CRAFTON invisible braces, made os 4 ye = qoute 
by F. S. Ashby and Brant Ltd., East (Greenlys Ltd.). 
for Sales Consultants Ltd. ssRDAR knitting wools using 
ene oo Oe product being women's magazines, Radio Times 
SOYSULLIVAN LTD, mining $04, "Ode press (nig McAlister 
machinery manufacturers for Doig RUMONTE CONTINENTALS 
In nine years the circulation figures Advertising Lid. (Newcastle) from coats and suits, made by I. 
(A.B.C.) for the “Sunday Mercury” have a pe ad “yess a ees Harris, using national daily and 
A ene quarrying journals. Sunday newspapers, women's 
rp age tne Goubted. Sales ant taling power haw Campaigns magazines and trade press (Scott 
id increased by 120°. The ** Sunday Mercury "’ has the golden touch : Turner & Associates Ltd.). 
th Britain's most profitable provincial market. PHILIPS lamps using national press NATIONAL MAGAZINE CO. 
and doaler co-operative advertis- LTD., using large spaces in Man- 
‘ eS ing schemes (Erwin Wasey & Co., chester Guardian, Financial 
a“ nun Ltd.). Times, Economist, and Punch and 
* TORPEDO knitting wools using other class publications (T. B. 
bi women’s magazines and trade Browne Ltd.). 
bd press (Gordon Advertising Lid). SUNLIGHT soap, biggest ever 
ES CENTRAL GALL OWAY’S using national and campaign being launched shortly 
LJ CORPORATION STREET 846) BIRMINGHAM 4 evening newspapers, Woman, and (Lintas Ltd.). 
twp? 167-170, PLEET myer LONDON, £.c4 TEL: CENeral 3265 London Transport advertising KILKOF, made by Parkinsons Lid., 
1 ALBION PLACE, LEEDS. Tel: LEEDS 24990 from October to March (George using newspapers, magazines and 
4 Manchester Ghee: HOUSE, 26, Cross St., Manchester 2. Tel: BLAckfriors 3930 Murray (Advertising) Ltd.). trade press (C. P, Wakefield Ltd.). 
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Additions and amendments 


473 


to ‘Advertiser’s Annual’ 


New publications and changes 
still make their appearance. Here 
is the September list in our regular 
service to subscribers to the 
Advertiser's Annual. 

_ Section and page sumbers are 
given so that ne copy of the 
Annual can be kept as up to date 
as possible. 

Future changes and alterations 
should be sent in writing to the 
editor, Advertiser's Annual, at the 
earliest moment. 


SECTION 1 


L.Off. 134 Fleet St E.C4; LT 
. A. Moon. 


Ld. Fri; t.pub. Tues. 


SECTION 2 
MAN ABOUT TOWN, 42-3 Ger- 
rard St W.1; Gerrard 5353; Tail- 
cutta Lesquare ; A.Dir., Keith 
Fraser; c.w.24” & 34”; 1.10’; 
nc.3 & 2; cd. 3 mths woe # 
t.pub. gtrly (Mar); scr. 120. P.£100; 
Hess: Q£ ; E£16; §.D.2, P£95; 

£52/5/-; Q£28/10/-; ret yoy ; 

P.£90; H.£49/10/- ; Q£27 
E.£14/10/-; ; FmP. oo extra. e197) 
POULTRY, 29 Old Bond’ st WA; 


Hyde Park 2556. (p. 209) 


W.1; Hyde Park 2556; rng 7 
L. A. W. Robinson. . 259) 
SCOTTISH CYCLING, 33 bree 
St Edinburgh 2; 
134 ems; c.1.84” -nc3; cd, 10 day: 
eceding ; t.pub. Thurs ; scr. 8 
£13; H4&7; Q4£3/15/-: E£2; 
: S.D6, P.£12; H.£6/10/-: 
-; 13, P4&il; H4£6; 


/-. (insert p. ) 
SHOPPING MAGAZINE, of Mad- 


dox St W.1; Hyde Park 1777 

(p. 27 
ILLUSTRATED CARPENTER 
BUILDER, THE, P.£45; H.£23; 
Q4£12; E£6; L ; 
P.£37/10/-; ; £20; £10) 10/-; 
E£5/10/-; 128/-; 13, P . 
Hl £9; ESS; L2S/-; 26, 
P£30 £15/10/-; Q4£8; E. 
£4/10/-; 122/6; 52, PS al H. 
£14/10/-; Q£7/10/-; 1.20/-, 


as from Jan. 1, 1955. ~“ 293) 
CONFERENCE NEWS, 12 Meer St 
Stratford-upon-Avon; 2083; c.w. 


e> — acd cd. 25th of 


t.pub.. 25th of 

. Pai; H£25; 
E.£6/10/-; $S.D.6, 

£33; 12 £30. 

WOR 


oe 303) 
KS MANAG + .Mar., 


. 312 
INSTRUMENTS IN INDUSTRY, 


617a Forest Rd E.17; Larkswood 
5853; A.Mer., E. W. Baitey ; Dv 43% 
pio’ ; t.pub. Ist; ser. I 
(insert PAD 
TOY & GAME MANUFA 
125 Oxford St W.1; Gerrard 0953; 
ae ‘Gn: : ne - - 4. ys 
ing ; pu lst mth pre- 
a 3. ay H£19; 
SDS, 


man ocr. 1 
£12/15/-; 


RAINBOW, NIGEL & gan 
NERS LTD. 115 Gower St W.C.1; 


Euston 6033; Nigel A. Rainbow, 
Raymond Fellows. (insert p. 432) 
TAYLOR ADVER NG LTD. 

85 Gloucester Pi W.1; ae sos 


COOKE, BARRY ADVERTISING 
at Regal Chrs Ferensway Hull; 
36474, (p. 439) 


SECTION 5 
INDIVIDUAL ARTISTS, 118 Park 
St W.1; Mayfair 4316. (pp. 586 & 7) 


SECTION 8 
INTERAVIA, L.Off. 27 Old Bond 
St W.1; L.Tel. Mayfair 1596; 


L.Rep. Miss J. Bundy. (p. 1043) 


Showing the flag 


in Milan 


Because the Government have 
declined an invitation to partici- 
in The Triennale, Milan, an 
international exhibition con- 
cerned with contemporary indus- 
trial design, furniture, the decora- 
tive arts and architecture, a small 
group of British manufacturers 
and designers have combined to 
Stage an unofficial contribution 
from the United Kingdom. 
manufacturers sponsoring 
the project are Hille of London 
Ltd., and Ernest Race Ltd., and 
the designers are Robin Da 
Ernest Race and Mischa 


IN THE MANUFACTURE OF 


REGINALD CORFIELD L' 


LOMBARD ROAD: MERTON: 
TELEPHONE - LIBERTY 4606 (10 LINES) TELEGRAMS - REGICOR, PHONE, LONDON 


POINT OF SALE 


ADVERTISING MEDIA 
ON METAL AND BOARD 


S.W.19 


ADVERTISER'S WEEKLY 


The most economical and, 
perhaps, the only sure way 
to win the custom of families 
in the higher income groups 
is by approach through the 
advertisement columns 
of influential morning 
newspapers. 


Belfast News-Letter 


Established 1737. More than a newspaper—an institution. 


Donegall Street, Belfast. 
85 Fleet Street, London. 


NOTHING BUT THE 
GREENOCK TELEGRAPH 
COULD DO THIS 


A serious FIRE at The Highlander’s Academy In 
Greenock caused damage estimated at £100,000. This 
meant for the 587 scholars concerned a day's holiday, 
But the respite was short. An emergency meeting of 
Education Officials decided where all these children 
should report on the second morning after the fire. This 
information was collected by our Reporting Staff and an 
announcement was made in THE TELEGRAPH’s 5 o/c 
edition and | o/c edition next day. Every One of the 
587 Scholars was in the appointed place the following 
morning (except two who were ill). The information 
was available to Parents and Children only by means of 


The Greenock Telegraph 


GREENOCK: 22086 London: CEN. 3913 
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. CLASSIFIED ADVERTISEMENTS 


RATES: TD VACANT, 3s. 64. per line, 40s. per display panel inch. 


4 
= ALFRED BATES | | aermiin Sper line. 45. por dioplay panei lock. Minimem, 3 lines. ‘Bor Ne. ADVERTISEMENT 


& SON LTD charge, one line 9d. covering . etc. Series rates on application : all 

ih 4 advertisements o seven insertions MUST BE PREPAID. Address * Advertiser's 

. Weekly.”’ 180 Fleet Street, London, E.C.4. CHAncery 8844 (Ex. 25). MANAGER AND 
i have a vacancy for another 


LAY re UT APPOINTMENTS VACANT SPACE SALESMEN 
: MAN a a areecoe REQUIRED 


(OR WOMAN) 


) btn hare poviow nome experience 
* capa of prodgucin ayouts 
ri to any stage of finish, for a wide variety STUDIO IRWIN PUBLISHERS OF: 
= A vy —— “FUEL EFFICIENCY ” 
; w ing conditions in a friendly : 
co-operative creative group. have further vacancies for “aes Teme 
5 “ INDUSTRIAL GAS ”’ 
Q Write or phone for appointment RETOUCHING ARTISTS “ INDUSTRIAL FINISHING ” 
ee Creative Manager ‘ “ CERAMICS "’ 
oo. wages, bonus and superannuation scheme. . 
ALFRED BATES & SON LTD.||-| TP ehesies A 
a, Write or ‘phone Studio Director for appointment Ae 
“4 130 FLEET STREET, E.C.4 . (a) Advorsieciness ee with 
a wide experience con- 
o ee STUDIO IRWIN LTD. mm — 
os 4 e@ or more top-grade 
PRODUCTION MAN. | Excellent oppor- Irwin House, Gough Square, Fleet Street, E.C.4 Space Salesmen. 
; - " 
join smal progressive. Agony to Fleet Telephone: CITY 2171 In each case the appointments 
r. reet area, At least 3 years’ Agency offer unlimited scope and good 
: foles of typogreghy end process. In- ASSISTANT TO STUDIO MANAGER salaries will be paid to selected 
teresting and varied job with happy a met by leoding Leadon Ags ag > cma 
0 who it experience mn andiing h 
, Er eek oe eal aoe | 1 re Senay need ened types of finished artwork. Ability to | | dre duescanding and ford wide 
pa ck go to make a sound future in adver- A L-ROUND ARTIST _ work Staff pension and coverage of their respective 
: tieing. Salary according to experience uncheon-voucher schemes. Write, rag pe 
: Write full details stating salary stating your experience, age and salary fields. 
expected 7 with studio experience. Ideal required, to . ; 
Box 8530 Ad. Weekly 180 Pleet St BC4 | | working conditions in modern | | , Bor Bilt Ad Becca nay Applications with full details to: 
SALES PROMOTION ORGANISER. studio, superannuation and ex- ing Studio. Must be ex wienced in MERVYN R. HARLEY, 
with experience in press advertisin id pe - Managing D 
and window display, required by 1 cellent prospects for the right the retouching of mechanical objects. oonas Penang Sivenery 
tiple Fashion Organisation in Glasgo man. No beginners or im- Five-day week and superannuation ARROW PRESS LTD., 
Box 8533 Ad, Weekly 180 Fleet St C4 . scheme. Apply, giving full details of 
provers please. Write, giving ape, experience and salary required, to 157, Hagden Lane, Watford 
experience and salary required to a alll cae Phone: Gadebrook 2308/9 
' PERS NAL ASSISTANT Art Director. ADVERTISEMENT  REPRESENTA- | |____ 
a TIVE required in Glasgow or Edin- MALE CHECKING CLERK required in 
as JOUGHIN ADVERTISING LTD. burgh for high-class half - official Voucher Department. Previous Agen 
aay TO blications. Distilleries, Fashion, experience necessary. Permanent peal. 
ui 73 High St., Chelmsford Essex ops, Luxury Goods. Salary and tion ; no Saturdays. Apply Mr. Lawrie 
; commission. All calls prepared by Alfred rx & Son Ltd., 130 Fleet 
ae i PUBLICITY MANAGER ialised publicity. Please write to Street, E.C.4. 
4 FLEET STREET Publishing House re- Hox 8539 Ad. Weekly 180 Fleet St BC4 COPY DETAIL CLERK, experienced. 
. ¢ Advertisement Space Representa- Accuracy and attention to detail and 
“+ for } a technical journal. records im ant qualification. Write, 
ry : salary and commission with ex- giving brief outline of experience, etc., 
r. j — pr ts for the right man, THERE is AN and salary required. 
at Lyle and Scott ay hove, A ence. Box 8535 Ad. Weekly 180 
of pe Be giving full or age, EXPERENCED ea epuction an. 
neers and positions held, to OPPORTUNITY SISTANT, under 25, is required by 
} ate Hawick, Scotland CaeaTiva LETTERING. ante so for 2 man able to write good copy and footing Londen Ageney. Geog work- 
% in (in London) wired by leading London Agency. who can produce visuals in a sales Fe Agel. gee age, ‘upedeens 
; ie aff pension and lunch pr j department of a leading and salary soquees, to 
‘ Anoutstanding opportunity || seme, Woke, sang see, exper || indunrial orgmienion in London | | Hox 8536 Ad, Weekly 10 Fleet St BOS 
aye for a young man (possibly Box 8542 Ad. Weekly 180 Fleet St BC4 He will be required to work on 
. : : SHORTHAND /TYPIST CLERK wanted brochures, leaflets, sales letters, etc. 
in early 20's with National for interesting work, Age immaterial The position offers pleney of ccepe PRODUCTION 
: Service behind him) to join Rh, a acelin for the right man. Write with full ASSISTANT 
- this enterprising Company Box 8540 Ad. Weekly 180 Fleet St EC4 details of previous experience, age and 
- oben itain’ PRODUCTION MAN, experienced in salary expected to 
A makers of Britain's finest handling printing and pon work, to required 
he Knitwear and the famous assist Director of small Agency. Com- Gon 14576, Sameon Clarks, for expanding Agency, offering 
Coopers Y-Front Under- rarins comer £19 pee week. "Phone : 57/61 Mortimer Street, London, W.! scope for -  — By know- 
wear for men. ledge of process, typesetting and 
‘| adaptation., Age no bar to capable 
A flair for publicity in its ASSISTANT PRODUCTION MANAGER 8 See an on 
ee sense, yo | WANTED others. 5-day week. Write se 
ie advertising, throw confidence, stating experience 
a : We want a young man — preferably agency one with a good salary required. to 
* dealer relations to the con- working knowledge of process, type-setting, era hy and Box 8523 
a sumer, plus a real interest adaptions. He must be capable of handling detail | imself as well . 
: in sellin are essential as chasing progress. He should be sufficiently he we ~A to run Advertiser's Weekly 180 Fleet St EC4 
liti - this ray an established production control system. 
if qualities for promising This agency is growing continuously and the right man should 
appointment (pensionable). be capable of growing with it. Commencing salary,£400-£500 p.a. VERSATILE ADVERTISING ASST. 
Write fully first to: according to experience. Copy writing and layout ability; ex- 
j Write or phone for appointment to :— perience of ee —y ? ~—_ 
ae F, &. WARD, LYLE & SCOTT LTD., Production Manager, oy FA" load with 
i inimum supervision. Com ng 
a IDEAL HOUSE, JOHN BENINGTON LTD. calery apprenienaasly £400. Obtain 
: ARGYLL STREET, LONDON, W.1. 5 New Court, Lincoln’s Inn, W.C.2. HOLborn 1346. Sinan THT Oxterd Serene Wl, 
a 
¢-2 


- 


4 er. Wats: z ra _ . 
ra) a 
a) 
i el ele | | 
| ————————— TT 
oF . 
Wes 
ey oe Sa aves (ce? a a eee | le o & me, 2s eae 
pe Bon ian A ag Fess . ae ce} * ee ae & . 4 oa ac | le — iF 


SerremBer 2, 1954 


475 


CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS VACANT 


SPECIAL TYPE 
wanted 


We are looking for a 

GENERAL ARTIST 
male or female, with all round advertis- 
ing experience and capable of —s 
production in a small agency on a soun 
basis and now expanding. Successful 
applicant has opportunity to build this 
job into a position of responsibility in 
control of department. 
Starting salary £600 per annum, 

Ring HOLborn 3280 


STUDIO LETTERING, LAYOUT, RE- 
TOUCHER wanted to make up team 
of three sharing room in W.1 district. 
Low rent, “phone, reception included. 
Work guaranteed to right man. 
"Phone : WELbeck 8769. 


LIVELY YOUNG 
EXECUTIVE 


for interesting position in Publicity 
Production Department of leading 
London Publishing House. 


Must have extensive knowledge of all 
aspects of creative and mechanical pro- 
duction. Will be required as a vital 
link in the development of ideas, in 
conjunction with layout and copy men, 
for press advertising, direct mail and 
other promotional material. Must have 
administrative ability to control work 
through all stages to completion and 
be able to cope with several problems 
simultaneously. 


Write in confidence, stating age, details 
of experience and salary required to 


Box 8511 
Advertiser's Weekly 180 Fleet St €C4 


Experienced 
LAYOUT MAN 
for 


George Newnes 
Publicity 


Slick presentation roughs, with 
reasonable figure interpretation, 
for National Press Campaigns 
and wide variety of publicity 
material. Sound knowledge of 
typography essential. Write, in 
full confidence, giving experi- 
ence, age and salary required 
to the Publicity Production 
M er, George Newnes, 
Ltd., Tower House, South- 
ampton Street, Strand, Lon- 
don, W.C.2. 


MEDIA. 


Assistant Space Buyer re- 
quired. Experience of National, Pro- 
vincial and Magazine Media essential. 
Progressive position in growing depart- 
ment. Ability to type essential. Appl 
to Media Monaeer Richard A cs & 
Partners Lid... 64 High 
London, W. CA. Tel. : 


Clase, 
4974. 


ARTIST for London, W.1, printers, ex- 


ienced preparing copy for oto- 
Rtho reproduction. Creative ability an 
advantage. Good salary 
Box 8495 Ad. Weekly 180 ‘Fleet St BC4 


MIDLAND SILICONES LTD.., an asso- 
ciated company of Albright & Wilson 
—- ae a my for an he Lon: 
to the Publicit ana in the Lon- 
don Sales Office. The company 
concerned with a newly pce 
chemical product with wide industrial 
applications. The duties are primarily 
editing and supervising the production 
of the company’s sales publications, 
the technical data being supplied by 
others, contact with advertising agents 
and other general publicity and adver- 
tising work Candidates, preferably 
graduates, should have previous experi- 
ence in the production of commercial 
publications. Alternatively, a Univer- 
sity Graduate with experience in the 
running of a school or University 

nal would be considered. Age 24- 
, A non-contributory pension 
scheme is in operation. Apply, stating 
age, education, etc., to the Appoint- 
ments Officer, Albright & Wilson Ltd., 
Oldbury, Birmingham. 


F. JOHN ROE LIMITED 
require an 


ARTIST 
for their Manchester Studio 


Must be capable of producing first-class 
finished artwork and have a good know- 
ledge of Agency requirements, including 
layout and adaptation. An opportunity 
to work on a wide variety of interesting 
National and Semi-national accounts. 
Write or phone: Managing Director, 
fF. JOHN ROE LIMITED, 

20 St. Ann's Square, Manchester, 2. 
BLA 9786. 


MAN WANTED ! 


YOUNG, = A YOUNG 


EXPERIENCED ARTIST 


USED TO DESIGNING 
SHOWCARDS, CUTOUTS 
AND COLLAPSIBLE DISPLAYS 
IF THE RIGHT MAN WILL 
COMMUNICATE WITH US 


He May Learn of 
Something to His Advantage 


Box 8513 
Advertiser's Weekly 180 Fleet St EC4 


ASSISTANT 
to 
PRODUCTION 
MANAGER 


We have a vacancy for a pro- 
duction man with a good know- 
ledge of process work, type- 
setting and adaptations. Ap- 
plicants aged between 30 and 40 
should write giving their age and 
details of their experience, and 
stating salary required, to— 
The Secretary, 
SAWARD, BAKER & Co. Ltd. 
27, Chancery Lane, W.C.2 


ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


ART DIRECTOR 


and 


VISUALISER 


wanted by 


MASTER'S LIMITED 


Advertising and 
Associated Services 


Singapore 


Experienced Art Director is required by this old- 
established European Advertising Agency with 
world-wide associates. Minimum of four years 
studio management essential. Must be creative. 
This is an appointment with great possibilities for 
a man who seeks wider scope for his abilities. 


A first-class Visualiser is also required with 
experience of working on National accounts. 
This is an opportunity for a man to exercise his 
originality to the full on an immense variety of 
accounts. Both appointments provide six months 
leave with pay at end of three-year contract, 
passage paid. Generous salary and allowances. 


Interviews with Managing Director will be 
arranged in London for selected applicants. 
Applications to be addressed in first instance, 
accompanied by full details of personal history, 
past and present employment, etc., to : 


"* MASTER'S,” c/o Foote, Cone & Belding Ltd., 
27 Hill Street, Berkeley Square, LONDON, W.1. 
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ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


We 
want 
a 
PRODUCTION 
MAN 


who has had some years of 
Agency Experience to work 
withoutsupervision on National 
and Trade accounts. A know- 
ledge of print is also required. 
<i 
Box 6637 


Advertiser's Weekly 180 Fleet St €¢4 


ADVERTISING 


VERTISEMENT REPRESENTA- 
TIVE for new publication in the 
architectural field. 
Ronald Groves, 
Services, 21-22 Great Sutton St., 
don, E.C.1. CLErkenwell 0286. 


SMALL WEST-END Advertising y 


requires « man with some expe 
in outdoor for inspeciion 
rite full particu- 


Box 8494 Ad. Weekly 180 Pleet St BC4 
REPRESENTATIVE 
(Lady), age 20-35, required by old- 
established general interest magazine. 
experience preferred. Salary and 
expenses. Applications will be treated 
in the strictest confidence. Write 
Box 8517 Ad. Weekly 180 Fleet St BC4 
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CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS VACANT 


SerremBer 2, 1954 


APPOINTMENTS VACANT 


A fully experienced 
SCRAPER BOARD 
ARTIST 


required to work in ideal and 
spacious surroundings at above 
average salary on furniture and 
other interesting accounts. 
Apply in confidence to 


Box 8627 
Advertiser's Weekly 180 Fleet St EC4 


NT GIRL wanted for pro- 
duction and ~p— * office of well- 
known manufacturers, W.2 district. 
Typing and knowledge of shorthand 
essential. Interesting work. Five-day 
week. Salary according to age 
— Write, Gotins experi- 


equired, t 
Box PY ha Vey 180 Fleet St BC4 


PUBLIC RELATIONS EXECUTIVE 


EXPERIENCED 
CREATIVE 
LAYOUT 
ARTISTS 


Experienced creative layout 
artists required by old estab- 
lished and expanding London 
Agency. 

The artists we require must have 
had about Ad oes agency experi- 
ence, ag sense of design and 
typography, and the ability to 
produce slick figure work up to 
client presentation standard. 


Apply to the Studio Manager. 


Box 8488 
Advertiser's Weekly 180 Fleet St Ec4 


Required immediately 
(Female) 


To write in confidence giving outline 
of experience, education, etc., to 


Box 8512 
Advertiser's Weekly, 180 Fleet Sc EC4 


if you are in a 


PRODUCTION 
DEPARTMENT 


this will 


interest you... 


A medium sized West End Agency with some famous 
names among its clients seek another Production 
Assistant. We're a happy team, conditions are good 
and salary and prospects are above the average. 


We are not wanting a junior or a trainee but a man 
who considers himself master of his job, and com- 
petent to handle all production work on important 
National accounts. You can write freely since our 
staff know of this advertisement. Please give age, 
experience and salary to 


Box 8492 Advertiser's Weekly 180 Fleet St EC4 


ARTIST, LAY-OUT MAN, DESIGNER 


wanted. No small lettering. Interest- 
ing work. 
Box 8532 Ad. Weekly 180 Pleet St EC4 


GOOD LETTERING ARTIST required. 


Experienced press and poster repro- 
duction 


Box 8534 Ad. Weekly 180 Fleet St BC4 


FIRST-CLASS ARTIST, mainly engin- 


eering subjects, required immediately 
| a. mnpomstieted film company. 
one 


WE DO Nor wOREY ABOUT YOUR 


AGE. We seek a good Advertisement 
Sales Representative who can work 
steadily and produce on a well-estab- 
lished, well-produced monthly. Send 
full details. All promisi Li 
will be interviewed 


Box 8538 Ad. Weekly 180 Fleet St BC4 


es *P) 


MARKET 
RESEARCH 


A vacancy occurs in a large 
London business organisa- 
tion for a Market Research 
Executive. The applicant 
should not be over 35 and 
should, at a minimum, have 
a Degree in Economics with 
Statistical experience. He 
should have some experience 
in the planning and control- 
ling of Surveys and in the 
preparation of subsequent 
reports. Write giving par- 
ticulars of age, experience, 
etc., and salary required to 


Box 8490 
Advertiser's Weekly 180 Fleet St EC4 


First class all round man required as 
to pr director. House 
for the right man. References, qualifica- 
tions and wages required to Eleoncraft 
Led., 65, Newport Street, Swindon, 
Wilts. This is a job for a really ambi- 
tious man. 


WANTED 
FOR 


SOUTH 
AFRICA 


South Africa’s largest indepen- 
dent advertising agency, with 
offices in four main centres, is 
looking for the additional staff 
listed below. 

Interesting and enjoyable work, 
excellent prospects. Pleasant 
working conditions, five day 
week and superannyation fund. 
Payment of fares to be negotiated, 
Applications treated in strict 
confidence, In all cases write 
in first instance, giving full 
details of previous experience, 
age, marital status, present 
salary, etc. to 


P.N. BARRETT COMPANY 


(PTY) LTD., 
P.0. Box 694, CAPE TOWN 


Account Executive 


Need not necessarily have had 
A/E experience, but must be 
able to discuss marketing, mer- 
chandising and advertising in- 
telligently with clients, and 
formulate plans for the success- 
ful promotion of his clients’ 
sales. Salary according to ability 
and experience, but not less 
than £1,000 a year. 


Layout Artist 


First-class visualiser, capable of 
producing striking ideas. Salary 
according to ability and ex- 
perience, but not less than 
£1,200 a year. Send representa- 
tive selection of specimens, 


yn many original layouts 


Finished Artist 


Must be capable of producing 
top flight figure work. 
according to ability and ex- 
perience, but not less than 
£1,200 a year. Send a represen- 
tative range of specimens. 


Man with ideas and a flair for 


lucing sound selliag copy. 
Soery p hoy £1,000 a year, 


eseoiding to ability and ex- 
perience. Send mens. 
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CLASSIFIED ADVERTISEMENTS 


MERCHANDISING MANAGER 


A large national advertiser, with Head Office in the 
Midlands, is about to appoint a Merchandising Manager. 
This will be a new post and requires a man with wide and 
recent experience in merchandising who will be able to 
organise courses for the company’s sales-force, as well 
as spending half his time in the field, putting his precepts 
into practice. Applicants should write, giving full details 
of their career, present responsibilities, and salary expected, 
to 


Box AW 539, LPE, 55, St. Martin's Lane, W.C.2 


eed tor ello Gf eananens 
WADDICORS rarely of works "Good prospec 
NEED Box 8498 Ad. Weekly 180 Fleet 
ANOTHER Leading Midland Display Company 
COPY DETAIL reqsire 0 


EXECUTIVE 


preferably with experience in an 
Agency or as Advertising Mana- 
ger, able to buy keenly art-work 
and print, to take over produc- 
tion Planning Department. Must 
be first-class organiser, prepared 
to accept considerable responsi- 
bility. Good Salary with excel- 
lent prospects fer right man. 


ASSISTANT 


He must have some 
knowledge of mechanical 
production and sched- 
ules but a capacity for 
thoroughness and plain 
common - sense is more 
important. 

Write, stating experience 


and salary expected to Mr. 
Scarborough, Waddicors, 38 


Park Street, W.!. Write giving of 
PUBLICITY CLERK : E experience etc., to 
Division of leading” —_ Bex 6432 


Must be intelligent, able to express 
per and have some flair 


for visualising and lay-out. Interest 
in selling, photography, w~y it -~y ARTIST wired in Lon- 
Studio. Must be fully experi 


commercial 

and/or —— advantageous. 

= mail order, emare sa ey and line work. 
8497 Ad. Rekly 180 Fleet St BC4 Box 8526 Ad. Weekly 180 Fieet 


Advertiser's Weekly 180 Fleet St EC4 


FIRST CLASS 


GENERAL ARTIST 


REQUIRED 


Must be creative and able to design and produce roughs and finished 
drawings of high standard for press, leaflets, folders, posters, show- 
cards, etc. The position offers a generous salary for the right man 
and accommodation is available in the Company's own hotel. 
Contributory pension. scheme. Reply in full confidence with full 
details of experience or telephone for interview. Appointments 
can be arranged evenings or Saturday mornings. Apply—Staff 
Manager. 


THE BR.T.SH BATA SHOE CO., LTD., 
EAST TILBURY, ESSEX. Telephone : Tilbury 800. 


ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


Senior 
Account 
Executive 


required for Malaya 
a 
MASTER'S LIMITED 


16-C, Cecil Street, Singapore 


An opportunity exists with this old-established 
European Advertising Agency for a Senior 
Account Executive with all-round practical 
experience in all phases of Agency practice. 
Responsibilities will include servicing National 
accounts. 


Successful applicant must possess highest 
recommendations as to character and ability. 
Generous salary and allowances with first-class 
passage paid, and six months’ leave after com- 
pleting three years’ service. 


Address applications accompanied by full 
details of personal history, past and present 
employers, accounts handled, etc., to “Executive”, 
c/o Messrs. Foote, Cone & Belding Ltd., 27 Hill 
Street, Berkeley Square, LONDON, W.1. 


‘Phone your Classifieds to CHA 
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ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


C. J. LYTLE 


HAVE IMMEDIATE 
VACANCIES FOR 


ART BUYER 


This calls for a man with sound studio 
experience and a first-rate technical 
knowledge of reproduction processes. 
He must also possess good administra- 
tive qualities and the ability to work as 
a team with designers and production 
staff. 


VISUALISERS 


We are looking for artists in their early 
or mid-career who have good reason 
to know that they have talent, and a 
flair for good advertising but have still 
to be recognised. They must be cap- 
able of producing quick roughs and 
finished layouts on consumer accounts. 


TYPOGRAPHER 


A fully experienced person with a thor- 
ough appreciation of his craft and 
agency procedure to work on a busy 
group of accounts. Must be capable of 
preparing his own adaptations. 


If you are interested and looking for 
an opportunity, write briefly in the 
first instance to :— 


THE ART DIRECTOR, 


C. J. LYTLE (ADVERTISING) LIMITED 
2, 3-4, DEAN STREET, W.! 
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Situations Vacant : “ 


or she, or 


Sertemper 2, 1954 


CLASSIFIED ADVERTISEMENTS 


The engagement of persons answering these advertisements must 
be made through a Local Office of the Ministry of Labour or a 
a my if the applicant is a man aged 18-64 inclusive or a woman aged 18-59 — 

he the employment, is excepted from the vrovisions the 


Employmeat 


Vacancies Order 1952.”" 


TYPOGRAPHERS 


Leading London Agency, 
has vacancies for 
capable and efficient 
staff with previous 
ay experience. 

rite, giving details 
of experience, age and 
salary required, to: 

Box 6374 
Advertiser's Weekly 180 Fleet St EC4 


World famous Swiss Watch manufac- 
turers require 


SINGLE MAN 


aged 25/35 to work in Bienne, Switzer- 
land on publicity for English Speaking 
Countries. Experience in writing 
Advertising Copy and Sales. Pro- 
motion literature essential. Salary 
from £1,000 a year according to ability. 


Box 8528 
Advertiser's Weekly 180 Fleet St EC4 


JUNIOR ASSISTANT in Advertising 


Department wanted by nationally 
known Motor Accessory Manufacturer. 
Preferably about 20 years of age and 
having completed National Service. 
Applicant must live in West London. 
Canteen facilities and five-day week. 
Excellent prospects for intelligent and 
ambitious young man. Send full par- 
ticulars in writing to Box 138, Doriand 
Deverans Ltd., 18-20 Regent Street, 
s I 


PUBLICITY ASSISTANT (22-26) re- 


quired for Publicity Department of 
well-known electrical instrument manu- 
facturers situated in the West London 
area. Duties will include editing, pro- 
duction and distribution of company's 
journal, catalogue production and 
technical advertising. Apply, stati 
age, salary required and details 
education and experience, to 

Box 8502 Ad. Weekly 180 Fleet St EC4 


SPACE SALESMEN required for Display 


Maps and Booklet Maps. Good 
remuneration. 


Box 8493 Ad. Weekly 180 Fleet St BC4 


COPYWRITER 


We want a keen, versatile man around 
25 with lively ideas, to write sound copy 
and if he can visualise so much the better. 
Excellent opportunity to join an ex- 
perienced, friendly team in a growing 
Fleet Street Agency handling wide 
variety of accounts. Apply with full 
details and salary required, to 


Box 8529 
Advertiser's Weekly 180 Fleet St €C4 


ARTISTS required for regular work. 


Good figure work essential. Picture 
strips and illustrations. Not humorous. 
Temple Art Agency, 93-94 Chancery 
Lane, W 


AN ARTIST ae for Rateestine, Line 
by 


and General Studio work adi 
London Engraving House. Ge 
wages and prospects assured. Friendly 
atmosphere in pleasant light Studio 
near Fleet Street area. 

Box 8544 Ad. Weekly 180 Pieet St BC4 


WOMAN ASSISTANT, not under 24, 


required by Space Buyer in W.C.2 dis- 
trict. Must be neat, competent typist, 
capable of working on own initiative 
Should possess keen sense of responsi- 
bility and have a liking for figures. 
Excellent opportunity for advancement. 
Previous experience or knowledge of 
typing \emmears and space orders 


essential. 
Box e343 Ad. Weekly 180 Fleet St EC4 


‘Phone your Classifieds to CHA 8844 (Ex 25) 


KEY 
CREATIVE 
MAN 


THE MAN WE WANT must be 
a first-class, lively copywriter 
and visualiser. The job he is to 
fill, however, means something 
more than this. We want him 
to be the chief assistant to our 
Creative Director .. . to work 
on accounts calling for all the 
resources of a well-balanced, 
experienced advertising brain 
and a sound design sense. Print, 
display, exhibition stands and 
press advertising will all come 
within his duties, and, if he is 
the man we hope to find, he 
will be given full authority 
and complete freedom to use his 
initiative and sense of responsi- 
bility in this work. Needless to 
say, the salary will be a good one 
and the opportunity for ad- 
vancement with a growing 
agency is great. Write, giving 
age, experience and salary ex- 


pected to 
Box 8391 
Advertiser's Weekly 180 Fleet St EC4 


WANTED. 


ARTISTS WANTED for top lettering 


and others with layout or retouching 
ability. 5-day week in studio at 
above average wages. i : 
H. & A. Dix Led., B Gt. 

St... WC2. TEM. 8610 


YOUNG JOURNALIST required to 


—_ in copywriting, editorial work, 
im the creative section of the 
Publicity Department of a large elec- 
trical engineering organisation on 
Merseyside. Some experience of this 
work is an advantage, but applications 
will be considered from, and suitable 
training given to, someone capable of 
writing good English and willing to 
absorb semi-technical information con- 
cerning a variety of interesting pro- 
ducts. Apply, stating age, salary re- 
quired and particulars of past Ce 
ence, to Box 122 Dorland Adv 
+e 18-20 Regent Street, London, 


Silk Screen Representative 
with practical experience of silk screen 
printing. Write, stating age, experi- 
ence and — required. 

Box 8500 Ad. Weekly 180 Fleet St BC4 


A FIRST-CLASS GENERAL ARTIST 


with a flair for lay-out required for 
progressive studio. Write, giving 
tails and present salary 

Box 8520 Ad. Weekly 180 Pleet St BC4 


Are you a 


LETTERING ARTIST ? 


We have a Studio vacancy. 
Write to 
Box 8489 


Advertiser's Weekly 180 Fleet St EC4 
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CARLTON 


want 


ARTISTS 


particularly 
lettering artists 


THEY OFFER 


First-class work: from m 
leading art directors 


Good companionship 
and association 
with leading artists 


Generous rates of pay 
to good man 


A five-day week 
Hours 9 a.m. to 5.30 p.m. 


Time and a half for 


overtime 


Superannuation scheme 
for long-term employees 


Planned studios 
overlooking famous 


London Square 


Paid holidays 


Write stating experience ond 
salary required to Art Director 


CARLTON ARTISTS LTD. 
38 PORTMAN SQUARE, W.! 


Do not send specimens 


‘CLASSIFIED ADVERTISEMENTS 


479 ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


ROOSTER PUBLICITY Ltd. 


MEDIA MAN 


is offered progressive position in the Advertising Department of a 
large Company making and selling well-known products. He will 


be responsible under a senior 


research analysis. He will work closely with advertising agencies 


and their Media Departments. 


between 24 and 30 years of age, of good education (preferably of 
University degree) and some experience in media work with an 
advertising agency, national publication or national advertiser. The 
post is permanent and pensionable. The starting salary will be in 


keeping with the importance of 


will also be given to age, qualifications, and experience of the selected 


candidate. it is expected that 


increase materially as the new man demonstrates his ability to 
Letters of application should contain details of age, 
education and career, including H.M. Forces, and be sent to : 


progress. 


Box 8543 Advertiser's 


require a first class 


LAYOUT MAN 


with keen sense of design and 
able to produce good pencil 
visuals, colour roughs and typo- 
he layouts with some 
rochure and print design. 


Write or telephone for an 
appointment to 


for media planning, selection and 


The suc ful candid 


will be 


PUBLICITY LIMITED, 
Braemar House, Manor Road, 
this appointment and consideration Teddington, Middi 


KINgston (24) 


the salary and responsibilities will 


LEADING W.1 STUDIO requires ex- 
perienced and ambitious Goagthe De- 
signers (excellent letterers) and Di y 
and Exhibition Designers. Inter 
progressive positions in ideal working 
conditions. Please write to 


Ww ’ 100 St ECA Box 8519 Ad. Weekly 180 Fleet St BC4 


YOUNG ASSISTANT 


(About 20-30 years), male, required in 
Advertising Department (East London) 
of old-established Company to undertake 
administrative work and correspond- 
ence in connection with Outdoor 
Publicity (Signs, Displays, etc.). Good 
knowledge of U.K. desirable. Mainly 
indoor duties, but some travelling 
probable on special cases. Knowledge 
of Town & Country Adve. Regulations 
an advantage. C | 
Write stating age, 
salary required to— 


Advertising Manager (Ref. O.C.S.), 
c/o Dixon's West End Advertising 
Agency Limited, 

1-9, Hills Place, Oxford Street, 

London, W.!. 


experience and 


Assistant to Advertising Manager 


of important Midland Organisation 
selling to the public through dealers, 
Aged 25,30. Good general experience. 
Knowledge print, dealer aids, pro- 
gare of National and Trade Press. 
uperannuation scheme. Full details to: 


Box 6484 
Advertiser's Weekly 180 Fleet St €C4 


ASSISTANT PRINT BUYER wanted 
West End agency. Successful « « 
cant will be required to order, pro- 
= and control the delivery of « 

volume of high-class print in all 
ocesses Thorough knowledge of 
k ordering and general 
duction practices essential. 


Temporary help 
required by important 
London Agency in the 
preparation of an extensive 
range of wall charts, media 
maps and similar material. 
Layout man capable of 
quick, clean production of 
varied styles of lettering 
would be suitable. 


Box 8487 
Advertiser's Weekly 180 Fleet St €C4 


rite =. 
experience, salary, to = 
Box 8334 Ad. Weekly 180 Pieet St BC4 


COMMERCIAL ARTIST required in 


Twickenham area for Advertisin 
Agency Good all-round practic 
man with a head for ideas and capable 
of taking roughs to finished sage. 
Write or ‘phone for appointment r. 
Sa td., 185 Ux- 
bridge Road, Hampton Hill. 


Molesey 
3101. 


COPYWRITER 
«FOR 
GEORGE NEWNES 
PUBLICITY 


Outstanding unity 
perienced man (28-35) with « sound 
srerddes Gore and the ability 
to write g selling copy with punch 
and imagination on a wide variety of 
famous periodicals in press advertise- 
— and other sales promotion 


The appointment offers a permanent 
and p ve position to the right 
man. xcellent wy Bae 
and amenities— Pension Scheme—5-day 
week, Replies in strict confidence 
stating age, experience and salary 
required to the 


Publicity Production Manager, 
GEORGE NEWNES, LTD., 
Tower House, Southampton Street, 
Strand, London, W.C.2. 


Vacancy for 


ASSISTANT to 
ACCOUNT 
EXECUTIVE 


at PRITCHARD WOOD 


We want an up-and-coming assistant as right hand man to 
one of our busy Executives. His experience of advertising 
agency practice will have given him a thorough knowledge 
of mechanical production and he should be ready for further 
development on the contact side. 


Write fully giving particulars of experience, salary required 


and age to H. C. Caffin. 


YOUNG MAN 


(22 to 30 years) wanted to run Ad- 
vertising Department for firm of Food 
Manufacturers. State experience and 
salary required. 


Box 8485 
Advertiser's Weekly 180 Fleet St €C4 


F. C. PRITCHARD, WOOD & PARTNERS LTD 
25 SAVILE ROW, W.!I 
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ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


ASSISTANT 
PRINT BUYER 


Assistant Print Buyer (male), age 
about 25 years, required by West 
End Advertising Agency to work 
on an interesting and varied group 
of accounts. Write, in con- 
fidence, giving details of previous 
experience and salary required to: 


Box 6486 
Advertiser's Weekly 160 Fleet St EC4 


NIAN OIL CO. rae 
art 
Brougham (urn = can 
Single, aged 
peri errhp, mama wey; 
noe 
scheme. “Tonchoon 


good pension Club 
pr Fy A a. 
ants 


and 
F.70, to Box “98 c/o 191 Graken 
House, E.C.2. 


PRODUCTION 
ASSISTANT 


with agency experience and capable 
of working on own initiative is 
offered interesting post in busy 
export advertising department, 
Good working knowledge of process 
work, all classes of printing and 
booklet production essential. Age 
24-30. Five day week, staff canteen, 
pension scheme. Write fully en- 
closing photo, Mr. Roberts, 10 King 
Street, St. james's, $.W.1. 


CLASSIFIED ADVERTISEMENTS 


emswering these advertisements mast 
pry Fr Fe 


APPOINTMENTS VACANT 


are you an experienced 


visualiser 


looking for an interesting and progressive job? 


Write or phone: The Art Director 
John Tait & Partners Ltd. 


Grand Buildings, Trafalgar Square, W.C.2 


to atrange half-centenary celebrations. 
pe business. Retail trade. London. 


A really 
8499 Ad. Weeki ry Pleet St mI BC4 
quired for Studio of inrge London first-class 


No Saturdays. 


ans 
Idees end ability to Complete fase Visualiser 
me. stating 
Hor 4301 Ad. Weekly 180 Peet BCs | | Is Offered an 
CAPABLE SEMIOR AssistaNT | | | Exceptional 
echo une anche fr opportunity 


Cocldow and dtlap adeordenmamys too 
lets y advertisements 

trade journals. Previous experience in the Creative 
essential, good prospects and advance- 


ment for energetic qualified reson. 
Full particulars of education i enasion, expevtonse Division 


and salary required to 
Box 8475 of one of London's 


Advertiser's Weekly 180 Fleet St EC4 leading Publishing 


DTV Visualiser. He must be really 
have vacancies for the following experienced and have out- 


Young Visualiser of promise with particulars of experience, age, 
experience, to assist group handling engineering 
and fashion accounts, national and trade. 


Production Artist, non-specialist, with type Advertiser's Weekly 180 Fleet St €c4 


sense. to assist visualiser in production of finished Our stall are aware of our 
roughs and to carry out routine finished artwork. 


Houses 

A generous salary and excellent 
prospects await a first-class 
standing ability. to fill this post. 
Write, in full confidence, giving 


qualifications and salary re- 
quired to 


present 
desire to fill this vacancy. 


Production Assistant: Essential qualifications FIRST-CLASS LETTERING/LAYOUT- 


are accuracy, a sense of responsibility, and a lively 


MAN wanted by enaeiees | Studios. 


interest in all aspects of print and production. day week 


and experience. rite, giving Avy de- 


All applications, giving particulars of experience ben a518 Ad. Weekly 180 Fleet St ECA 


and salary required to Company Secretary 


Dudley Turner and Vincent Limited TYPOGRAPHER/PRINTERS LAYOUTS 
19 Buckingham Street, Adelphi London WC2 Agency experienced man (or woman) 


SerTemMBer 2, 1954 


APPOINTMENTS VACANT 
PUBLISHIN t 
journal 


required by 
international 
Gocation 


fox 8454 Ad. ect 159 Feet $ BCs 


ASSISTANT to Production Department 
of West End Agency required. Excel- 


required. 
Box 8524 Ad. Weekly 180 Fleet St BC4 
AGE NO LIMIT. some trained Pro- 
duction Man required for West End 
Agency. Experienced in all phases x 
production work. Write, ams ex- 
aig Ay and salary required, 
8525 Ad. Weekly 180 Fleet st EC4 


DIAGRAM ARTIST, capable of first- 


Ltd., Wembley Film Studios, 
Wembley Park, Middlesex. 


LETTERING ARTIST (male) required 

for agg CY London advertising 
. rite 

_ Box 8460 Ad. Weekly 180 Pleet St ECA 

FREE INTEREST. We nced an 

Advertising Salesman for export 
i. The right man will gx an 


free. 
Box 8482 Ad. Weekly 180 Fleet St BC4 


APPOINTMENTS WANTED 


E“LISON GOWER 
EMPLOYMENT 
SPECIALISTS 


Renowned for personal attention to clients 
for over 75 years 
GER 3551/3552 TEMP. DEPT.: 
PERMANENT GER 6728 
Dispel! office problems by con- 
pe © us! Oniy't thoroughly eporemed 
PORARY Derr. OUR SPE "SoeciALITY 
AVAILABL A LiL—H rit 
jcants covering ALL orrics 
IREMENTS. 
113, OXFORD STREET, W.! 


EXPERIENCED COMMERCIAL 
ARTIST /ILLUSTRATOR 


seeks posi- 
tion as Art Director or Adviser, pre- 
ferably part-time, say, three days p.w. 
Expert knowledge lay-outs, visuals, 
etc., and copywriting. British and 
overseas experience. 
Box 8503 Ad. Weekly 180 Fleet St BC4 
2-MASTER GOMAKER Gv requires 
post selling, wi opportunity for 
advancement (Pack Sales Course). 
Wide experience lay-out, etc. 1 
licence. Reside in North Kent. 
Box 8516 Ad. Weekly 180 Fleet St BC4 


required—able to prepare type 
mark-ups and adaptations for press, 
periodicals and brochures. Good sense 


D.A.A., M.LA.M.A, 


of layout essential. Phone for appol 
ment to 
Crane Publicity Led. 
CHAncery $287 


and administrative experience. Age 30. 
Box 8441 
Advertiser's Weekly 160 Fleet $t EC4 
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SEPTEMBER 2, 1954 iii ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS | 
= ee SALES PROMGTION 
ISS TANT EXECUTIVE ee 
OFFERED FREE OF CHARGE 
Wy to MERCHANDISING, ADVERTISING, mene 


Write: Personal Publicity Service, 
Box 8546, Advertiser's Weekly, ooks Court, £.C.4 
owe SALES PROMOTION ~ ; 
STAINED GLASS DESIGNER and TOP CLASS ctouching 
ae, a ay ~~ Artist, ca be of high outpon seeks 
nowlecge Of meditva ss an re- * i i 
senpice wa. timate pedien te Top-flight executive with 25 years successful marketing euperionce ~ — . able to start i ' rolling 
England, south preferable seeks change. Extensive knowledge of home and overseas selling, Box #31 Ad. Weekly 180 Pleet St BC4 
Box 8504 Ad Weekly 180 Pleet St BC4 . s SCR PERB RD of 
PUBLISHE R - and a proved record with first-rate companies. Would be willing to A OA DRAWINGS 
SHERS. BACHELO (27), , Pe highest quality. Reasonable prices. 
Agency ates = — top adver- reorganise sales and advertising, or to take over control of existing Quick service. Head, figure, mechani- 
ser seeks exccutive 
Box 8505 Ad. Weekly 180 Pieet St BC4 sales organisation of large scale concern in London or provinces. soouding, Ge. Auk tor aden 
NEWS EDITOR with widespread con- list of artists. 
Bie eee CED pen. Srigus ties, Box 8483 Advertiser’s Weekly 180 Fleet St EC4 Master Art Lid., 12 Or 


Street, 
W.C.2. Telephone : WHitehall 2978. 
Box 8506 Ad. Weekly 180 Fleet St BC4 


TELLING COPY and Ideas for — 
ADVERTISER, well versed in all —— nical Sales Literature and Space A 
of display and exhibition work from 


~ ; oes oe progsees Sy p — R- 
t ontractors’ angle, would welcome writ ualified 
opportanity of A 3 with Business MISCELLANEOUS . TENDERS yon bee ~y sch, 

louse or Agency to experience *“The 


Ouse : ' Box 3507 Ad. Weekly 180 Fleet St BC4 
other fellow's point of view."’ t 8 mm 
Box 8514 Ad. Weekly 180 Fleet StBC4 | | ADVERTISE WITH CRYSTAL ene NS COREE 
WOMAN TEXTILE DESIGNER wishes Box 8508 Ad Weekly 180 Pleet St BC4 
permanent position ~ ey of PERSPEX RULERS CITY OF MANCHESTER FREE-LANCE ARTIST now developed 
dress or furnishing fabrics, has prac- Inscribed in colour with your message. 4 humor 
tical experience and thorough know- At lowest prices from actual makers. MANCHESTER E, Enauiries bat totem 
— 9 = designing for screen, block CO. LTD from publishers and advertisers. 
and roller prints THE NORMOGRAPH ° ° 8! Ww Fleet FC4 
Box 8515 Ad. Weekly 180 Fleet St BC4 70, Princedale Rd., London, W.1l. AIRPORT an At. Soy ie * 
MAPS are our speciality. The ye 
“ HAND - PICKED” SECRETARIES BAY 7222 Service, Compilers of Ma 
available. The Wigmore Agency, 67 The City Council invice tenders for the Diagrams 118 Old © ae. Mm, 
Wigmore St.. W.1, HUNter 9951/2/3. | pHOTOGRAPHIC REFERENCES for INTERNAL ADVERTISING RIGHTS Bournemouth. (B'mouth $226.) 
artists for sale or hire, photographs AT MANCHESTER AIRPORT for s | | LAYOUT ARTIST (Fx. Fig.) specialises 
taken to persenal epectientons. Désge- | || Serted of owe years in folders and brochures, seeks com- 
zine Photo Supply Agency, 10 —— Candich of Contract missions 
COURSES Street Square, E.C.4. Central 7920. | |, SPgciication, Conditions ov bie fea Box #229 Ad. Weekly 180 Pleet St BC4 
the Airport Manager, Manchester Air- ASK FOR DETAILS of my copywriting 
FREE LANCE SERVICES port, Wythenshawe, Manchester. service. Sales letters and postal pub- 
CITY OF LONDON COLLEGE licity matter of every description ay 
Moorgate, E.C.2. Tenders enclosed in the official 


red. Satisfaction or no fee. F. 


envelope addressed to the Chairman . 6 St. Paul’ ’ v 
Evening Courses in FREE LANCE ARTISTS srncrhstetentaatee conse | | Ein 6° “Pauls "Rend, Baring 
ADVERTISING : delivered at the Town Hall, Man- 
ond ee ee Pee on Seser 2, got eve than ~ om, se 
ite a top com- urday, « September, 
SALES MANAGEMENT mercial standard. Free-Lance 
commence on 27th September, 1954 Write, with particulars, for appoint- oun Ny oy do not bind themselves ee-La 
ment. accept lowest or any tender. 
ENROLMENT: 5 to 8 p.m. September , LETTERING ARTIST 
20th (last session’s students only) ; Box 853 Philip B. Dingle. 
21st and 22nd. Advertiser's Weekly 180 Fleet St EC4 o— Sat. Required 
Further particulars from the Manchester 2. VALE STUDIOS LTD. 
Secretary of the College. 30th August, 1954. 
(MONarch 81 12/3/4) ACCOMMODATION 3, Harrington Read, 


STUDIO SPACE TO LET. _< hi 


AA and WPA) fret Roe ag 


EX A M | nt AT | Oo N a sryese ACCOMMODATION _ncar PROVINCIAL COMPANEES requiring | 


Street available for free-lance ‘laa Office, some [a i 

. “hould SERVICE vo PRINT BUYERS ! 
Been SOMOS ole een Bor i510 Ad. Weekly 180 Fleet St BC4 | ox 8522 Ad. Weekly 180 Pleet St BCA Our taille ing, tesnerpress 
sive and up-to-date Home Study machining, tinding and direct 
ae and lp ~-—— © in preparation will more than recompense your 
or the above examinations. +_~ | | ineerest in sending us an enquiry. 
Courses have been prepared by ACCOMMODATION j LINCOLNSHIRE CHRONICLE 
pemennet and successful atthe ie a Pr cing 4 
Year after year LC.S. Students figure aterside North, Lincoln 
prominently in the lists of passes and Telephone : Lincoln 666 


with our help many advertising men 


of. ihe IPA” or AA diploms 70,000 SQ. FT. TO LET 
A ous seagitnss wh esaties watt BROCHURES, 


We also. give specialised training in IMMEDIATE POSSESSION LEAFLETS, 

DESIGN. LETTERING and SIGN Exquisite Work, Quickly 

ale apdis > fai boil sania A building with lifts, central heating, &c., in SALISBURY 

[ee aa ae ae SQUARE, just off Fleet Street, E.C., recently occupied as patent LS ote pe 
Dept. 2B, INTERNATIONAL offices by one of the largest public companies. Reasonable “s : 
CORRESPONDENCE SCHOOLS, premium required for lease of 84 years from 1946, with 


International Buildings, Kingsway,W.C.2 


tenants’ option to break every 21 years. LONG Print runs — long 
queues? Wo fear! 


4s. PER SQ. FT. | | lesen ches rae me once 
SALES AND WANTS RENT SQ | | monschrome er colour, Wandeuna, fol 


ADDRESSOGRAPH FRAMES for sale Apply to the Owners, MAY fair 9301. "Fie aon sOUch 2180 
o Ipleechonn Onaen, sy — 29 Gorbate” burest, Blasgew, CS 
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Phone Chancery 8844 for rate card 


What’s cooking ? 


The Chief Instructor is demonstrating new 
techniques to a group of students from 
Industrial catering establishments .. . 


. . » but as efficient catering for factory staffs 
is such an important part of Industrial 
Welfare, modern managements keep ahead-of- 
the-news in staff catering developments and 
equipment by subscribing to the Journal which 
gives special attention to this vital topic every 
month—PERSONNEL MANAGEMENT, WELFARE 
AND INDUSTRIAL EQUIPMENT. 

If you sell Catering Equipment to Industry, 
then PERSONNEL MANAGEMENT, WELFARE AND 
INDUSTRIAL EQUIPMENT is your logical adver- 
tising medium for it is read by the executives 
who BUY your type of product. 


——— — 


—————— 
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NOW READY 
How to Sell Successfully by 


DIRECT MAIL 


By J. W. W. Cassels 
—first British book on direct mail IN 20 YEARS! 


@ WHATEVER YOU WANT to know about any aspect of direct mail selling or publicity’ 
this supremely authoritative and all-embracing Work explains to you in exhaustive detail. 


| Written by one of the country’s foremost experts on the subject, it tells you: how to 


write letters that bring results ; how to compile, house and maintain your mailing lists ; 
how to plan and write effective leaflets, booklets, reply forms, and other sales aids ; 
how to handle enquiries and complaints ; how to time and test your campaigns ; how 
to choose the right print, paper, letterheads, envelopes ; how to collect money ; and so on, 
Complete case histories of no fewer than 27 successful direct mail campai coupled 
with more than 200 examples of comebentenmas 
letters and mailing pieces point the way to profitable 
direct mail selling for every type of Costuans ; and 
the book contains the only country-wide direct 
to direct mail services and equipment and 
suppliers available to-day. 


384 pages, 84” x 5)” ; cloth bound ; gold blocked ; 
more 100 illustrations. 

Orders filled in strict rotation 

Hundreds of pre-publication orders underline the 

pressing need for this book ; and the demand will 

almost certainly exceed the supply. To make sure of 

your copy — 


————-Fill in and Post Coupon To-day— 
B. T. BATSFORD LTD., Booksellers 
15 North Audley Street, London, W.1. 


Please send me by return ............ copy/ies of HOW TO SELL SUCCESSFULLY BY 
DIRECT MAIL, for which invoice me on despatch at the post-free price of 22/- a copy. 


Name 
Address 


Overseas: Cash with order, please 


— STOP PRESS — 


M.P., general man- 
Supply Company, 
negotiations now taking place 
with Canadian mills for extra 


CENTRAL NEWS axes, ‘New 


E. Hugh Herbert, managing direc- 
tor of the Central News Ltd., has 
retired after holding position for 26 
years. He has been connected with 
the organisation since 1907 and will 
continue to be a director. Havard 


Ltd. “Weekend,” Aus- 
tralian journal similar to ““Week- 
end Mail.” Howard French, editor 
“Weekend Mail,” now in Sydney. 


“Largest campaign ever con- 
ducted for a shampoo” will be used 
by D. & W. Gibbs Ltd. to launch 
new Sunsilk liquid shampoo. 

Heavy advertising will break dur- 
ing the last week of this month. 
Spaces are being booked in national 


aging agents for ZIM Navigation 
ager Addressing Co., an associate of Oswald Hollman Lid. 
the Facsimilie Letter Printing Co. 
and will in due course be made a 
director of both companies. 


Published by the Proprictors, BUSINESS PUBLICATIONS Lid., at their office at 180 Fleet Street, London, E.C.4. (Phone 
September 2, 1954. Printed in England by St. Clenents Press Ltd., Portugal St., Kingsway, London, W.C.2 
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